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Piling shaving cream? Use Spot Radio in the early 
i >rning and reach him while he's lathering up. Sell him 
II and he's your customer. Put Spot Radio to work 
your brand on these outstanding stations. 



Albuquerque 
Atlanta 
Buffalo 

»N Chicago 
»V Cincinnati 
'OK Cleveland 
PVA Dallas Ft. Worth 

* R Denver 

* I Duluth-Superior 
1 C Houston 
hf Kansas City 

K Little Rock 

Miami 

Minneapolis St. Paul 
ountaln Network 



WTAR 
KFAB 
KPOJ 
WRNL 
WROC 
KCRA 
KALL 
WOAI 
KFMB 
KYA 
KMA 
KREM 



Norfolk. Newport News 
. Omaha 
. Portland 
Richmond 
Rochester 
Sacramento 
Salt Lake City 
. . . San Antonio 

. . . . .San Diego 
San Francisco 
Shenandoah 
. . . Spokane 



WGTO Tampa Lakeland Orlando 

KVOO Tulsa 

Radio New York WorWw.de 



RADIO DIVISION 



:dward petry & co. ( inc. 



TMC ORIGINAL STAT ON W t R R t 3 I N T A T I V t 



UHF to create new 
major market nets 
says Weaver p. 31 

A M OZ XaOA 

*lz nti - o n 

AOf T o T\j o t | , 
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rOBK • CHICAGO • ATLANTA • BOSTON • DALLAS 
LOS ANGELES • SAN FRANCISCO • ST LOUIS 




VETERAN PATTY BERG, one of golf's all-time greats and a 
member of the Wilson Advisory Staff, is framed by WSB-TV's 
famous White Columns. Miss Berg and WSB-TV have a lot in 
common— they're experienced champions and are still winning! 



WSB-THI 

Channel 2 Atlanta 



r.. j i,/ 



NBC affiliate. Associated with WSOC AM FM TV, Charlotte, WHIO AM-FM-TV, Dayton; WIOD AM FM, Miami. 




6-COUNTY PULSE REPORT 

KALAMAZOO RETAIL TRADING AREA — SEPTEMBER, 1962 
SHARE OF AUDIENCE — MONDAY-FRIDAY 





WKZO 


Station "B" 


Stotion "C" 


6 A.M. - 12 NOON 


30 


19 


S 


12 NOON - 6 P.M. 


27 


18 


6 


6 P.M. - MIDNIGHT 


40 


17 


X 



*Thr odds azainst it are 15S.753.SS0, 900 to 1. 
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■J |F GRAND RAPIDS 
mint GRAND RAPIDS-MLAMAZOO 
wtm-m CADILLAC 

TELEVISION 

WTO-TV GRAND RAPIDS-KALAMAZOO 
«WT» CADILLAC-TRAVtRSt CITY 

fwwarn sault ste. marie 



wwarn sault ste. marie 

RMJMV/ LINCOLN. NEIRASKA 

/UIK-TV GRAND ISLAND, NEB. 



BUT... WKZO Radio Takes Every Trick in 
Kalamazoo and Greater Western Michigan! 

All honor* in < .re.tter WtMcrii MirhiiMD : \< s ol 
tallies \\'K/.< I Radio's circulation with trumping e\ery 
r.itliti rival in tin- urnt with Ml I' J more tli.ni .ill other 
KiiliinuKtm -uiiioiw romlniu-il ! 

Almost .i pcrfci i h. uid: The <>-cniint\ I'uhc of Si«|)l. '(t2 
shows U KZ< ) R.ulio oul-coniit .ill othri - in >?S <>I ''>" 
(|iiartcrdioiirs snr\c\cd. ami iir.iiiil-*l.ininiiiii; nil hours 
sur\c\cd hoili in tot.il listening and .idnlt liMming, 

Not |)t nii> -a-poiiit itnff, cither: Siles M .111,11.1 mt lit h.\t 
predicted that Is. ilani. 1/00 alone u ill outgrow all other U.S. 
chic* in personal i n 1 nine ami uMail "•.lie* lictuecn 1 ( ><>0 
and 10f>5. 

Talk contract soon with vour A\ 1 rv-Knodcl man! 



WKZO 

CBS RADIO FOR KALAMAZOO 
AND GREATER WESTERN MICHIGAN 
A**ry Knodel, Inc., fxeful'** Notionol ff»pr»l»fltofirtf 
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1. Los Angeles metropolitan 
area Spanish-speaking pop- 
ulation: 

900,000 plus 

2. Average yearly income: 
$800,000,000 

• 

3. For automotive products: 
$72,540,000 annually 

• 

4. For food products: 
$434,700,000 annually 

YOU CAN HAVE YOUR SHARE! 

72 National Advertisers on 
Spanish-language KWKW 
reach approximately 277,880 
Latin-American homes per 
week at a CPM of $0.72. 
KWKWs 5000 watts speak the 
language convincingly to a 
loyal audience. KWKW has 20 
years' proof waiting for you! 

KWKW 

5000 WATTS 

Representatives.- 
N.Y.- National Time Sales. 
S.F.-Theo. B. Hall 
Chicago- National Time Sales 
Los Angeles-HO 5-6171 . 
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Key Stories 

25 ALITALIA MAKES A GIANT-SIZED FM BUY 

Italian airline to take on .sponsorship of ABC's 
symphony. Plans extensive merchandising drive 

28 WHERE THE NEW MONEY'S COMING FROM 

Corporate profits of many leading companies today 
come from recently-introduced products, air-sold 

31 WEAVER PREDICTS NEW WEBS WITH UHF GROWTH 

Concluding tape-recorded interview, he sees unlimited 
opportunities for performing and marketing talent 

34 GHOUL BECOMES GOLDBUG FOR LOCAL ADS 

Cleveland merchants hit cash payoff by inventing 
new products named after zany tv star, Ghoulardi 

37 ADVERTISING EXECUTIVE RAPS RADIO RATE RISE 

Miller Brewing's Ball decries increases by medium 
made profitable by the support of advertisers 
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Axquisitives ...Ride Better in Cleveland 

Dne out of every six households in Cleveland purchased a new car lastyear.That's 
vhy WJW-TV is programmed for acquisitives ... the people with money to buy. 

*Ac-quis'-i-tive— given to desire, to buy and own. ACQUISITIVES WATCH 
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Dirty Capitalist 



You can't farm without dirt. Ditto $. If 
you're interested in becoming a corn-raising 
dirty capitalist, figure on $300 to $400 per 
acre for good Eastern Iowa dirt. Add cost of 
home, barn and other farm buildings, to 
taste. Major equipment will include about 
$6,000 for a dicscl tractor, $2,500 to $5,000 
for a combine, and at least $3,000 for a 
pickcr-shcllcr. Miscellany: tandem disk, 
$750; plow. $900; cornstalk cutter, $500; 
tv set, $140.* 

Capital investment in the average farm in 
WMTland is around $45,000. Many run 
more than $200,000. 

Is it worth it? Iowa's 173.000 commercial 
farms annually produce $2.2 billion in gross 
product, an average of about $ I 3,000. Farm- 
ing is big business in Iowa. 



So's business. Toial personal income from 
non-agricultural activities in 1961 exceeded 
$4.9 billion. 



Sets in WMT-TV coverage area at last count 
(NCS '61): 342.360. Area includes 60% of Iowa's 
population and purchasing power, and three of 
Iowa's six largest population centers < — Cedar 
Rapids, Waterloo and Dubuque. 

WMT-TV . CBS Television for Eastern 
Iowa, Cedar Rapids — Waterloo 

Represented by the Katz Agency 
Affiliated with WMT-AM; WMT-FM; 
K-WMT, Fort Dodge; WEBC, Duluth 
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'PUBLISHER'S 
REPORT 



One man's view ol 
significant happenings in 
broadcast advertising 



The President and the broadcasters 

On a TIuiimI.u in Lite \ngii-t I »a« ill <*.iim<I.i li-tenilig In how I he 
liliC, | tlif (ianadian etpihahnit nl tlif KCC ) mi-nmler-taml- .nul 
ahn-e- tlic Canadian liii udea-ter. 

\t : 1 1 >o 1 1 1 tin-- -anir tintr tilt* I'i r-itlt'ill ul tin- I nitftl Mate- vv.l- 
[unfiling with l ( > liiuadea-ter-. lit- warmed tlieni with hi- enlhii-iasin 
fur tin' ratlin ami tele \ i-ion nii'ilia ami eneonragcd them tu li't down 
tlirir hair in -unit' minute- nl gtiod frank ci ilici~m. gripe-, ami 
fiigge-tioii-. lit' .1 1 — » • let it l«» known that hi' ha- a high regard Inr I'.. 
William Hem v. hi- tun* ICC Cliaii ni.in. 

Oiii- t'omln-ion that can hi" math- without lontiadirlioii: wherever 
miii go there air regulator) prohlem-. 

Another: -hue tin- {> the fir*l time in hi-lnr\ that lito»(dca-ter- 
lia\e U rn tendered a While 1 1 < hi limtheoti. although thev're a traili- 
t it • 11 with print nun) hi, the IVtvidenl inti»t feel that a hit nf *peeial 
hioudea-ter ii'iMgiiiliiin ami prestige i- ealled fur. 

I'm glad lit*' 1'ie-iilent feel- thi- was. It gi\e- ine aildt'd eonf'driiee 
that li*' i-u'l gning lu permit tlic* Aiwrit'aii -\-teni of free-entei pri-e 
feroadea-thig In In- maltreated if lit' Iki- anything to -ay almul it. \nd 
hat gu*'- for Congre— a* well a- for tin* FCC. I Imp*' that - what In' 
inean>. 

Mv hope- ha\e lieeti high -ifiee I hail in\ own pri\ale liineheon 
w ith Cha ii man lleiir\ early in \ngn-t ami found thi* earnest, likeable 
foimg man -\ mpalhetie to in\ lurid de-n iption ol the anite -Lite ol 
rtiiifii-ion. ha i a— nieiit. antl angui-h -liared l>\ main hniadfa-ler- 
a- tlie\ go aliont their daily tri-e-. Ilega\e me the di-tim t inipre— ion 
that he intend- In do something ahout relie\ ing their »nd hit at the FCC. 
\Ij\1h' when he -peak- to the HIES in New ^oik later thi- month 
he'll haw -oiiielhing to -a\ tm thi- -nlijeet. 

I wa- al-o iinpre>-eil with hi- olivion- re-peel and ndniiratinii for 
NAM Pre-itleiit ],eHo\ Collin-. I n \ iew of the mam new inen r-itni- ol 
hCC iintl Congre— into adwrti-hig a-peet- nf the luoadea-t Im-iiic— 
it nerin- lu 1 1 id diaf a -unnnit -e--iwn or two between the t hairmaii of 
the KCC .intl the pre-idenl of tin* V\U ma\ help n- ettl a few 
Cortlian knot-. The climate i- eerlainh right. 

Maybe I in whittling in die dark. Iiuf I think thing- may -tart look- 
ing up for the hroadea-ler and the atl\erli-er. \\ a-!iitig|oii--peaking. 
luring 196.'l-6-l. 

Of ennrse. I'm known a- the gnllilile. optinii-tie type. But amwa\. 
here - hoping. 




WPTR 

ALBANY-TROY 
SCHENECTADY 

N.Y. 



I 



WNYC 

NEW YORK 

N. Y. 




DIFFERENT? 



EDUCATION In ts th rf r 

year history Ne* York s City Owned Rad o 
Station has built a sol d reputat on of in 
lormation and educat on In our fifteen 
years service to the Great Northeast WPTR 
too has worked with and in behalf of. edu- 
cational institutions far above and beyo d 
the call ol duty From fund raising eforts 
for Educational Channel 17 to the week y 
training ground ' of si< hours for student 
broadcasters. WPTR continues to extend 
funds and efforts so that Broadcasting and 
its vast service area will be better served 
for it 



QUOTE From a facuty advisor 
of Schenectady's Union College Radio Sta 
ton. to hear students efforts put to 
a practical use and amplified by WPTR s 
50.000 «atts is indeed a thrill May we e< 
press our thanks for this continuing gen 
erous donation of your program schedule 

RATINGS Availab lit es don t 
exist in the WPTR E*ucat onal Block, but *e 
think you might st II be nterested in the 
latest Hooper all-day averages July thro-gh 
August. 7 AM to 6 PV 



WPIR 
28 3 * 



Station X 
16 9 



Staton Y 
16 I 



Stat o» Z 
125 



Your East man f I be happy to educa'e you 
on the vast 37-count^ do- na-ce cl WPTR 



YES: WPTR 

Albany-Troy-Schenectady 
VP & GEN MGR-. Perry S. Samueli 



robert e.eastman * co 




GREATER 



CAPACf lv 




TO RENDER 
V SERVICE 



Moto- Mowef Division of Dura Corporation 





W G A L - TV do&s th& BiG-s&lling job 



MULTI-CITY TV MARKET 



• .\ /<■ 



f * ^^^^^^^ ^omviur^Ni^** 

/ ' READING 

I I1IINON \ ^ 

HARRISBURG I v ' 

- .. f H'"^| '\ 

^LANCASTER 



YORK 



/ IWtfNUIOlC ' 




GETTYSBURG 





316,000 WATTS 



This CHANNEL 8 station 
is more powerful than any other station in 
its market, has more viewers in its area 
than all other stations combined. Hun- 
dreds of advertisers rely on its alert ability 
to create business. So can you. Buy the 
big-selling medium. Advertise on WGAL-TV. 

WGAL-TV, 

Channel 8 



STEINMAN STATION • Clair McCollough, Pres. 



Representative: The MEEKER Company, Inc New York • Chicago • Los Angeles • San Francisco 
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Pauley fires back: Mil". Radio prr-iilrtil 
Robert R. I'.iulev Hi.tilr' rrplv ;il week'- I'lul 
In Miller Brewing .id diwrtor Kdw««rd H;iH - 
rlungr* on imMw hi k radio rate tiirttM*!'*. I "W 
\vxfU' .'17). While Hitting that ABC »a-» plea-- 
ril in have Miller a- a "tenant." I'anlev re- 
ported lll.it ARC Ratlin li.nl made • i l.l 1 1 N im- 
provements in i t> fnrilttto. "Siner tin- tittii* 
Miller started w ith n>. ABC Radio ha- added 
seven major .)0.OOO-watt station- in impor- 
Unit ttwtrkft* a r n »».- tin-- «-itnntr\. I'anlev 
-aid. " \iLditrona llv . vvc have aflili«t«»il 17 
new ajul ltetter rail in -tatiou- ami 37 of dill' 
e\i<»ting alliliate> lia\e improved their faeili- 
tie-. Clearaiirr uf \oiir -how (Miller-) l)a« 
reaehetl an all lime high of *)!' ( ." 

"We have told v mi," I'anlev rout inuril. 
"that MlC Radio i- .in appreciating \alne 
and while these iriij>r«»\ «-ih«*mI> are going mi. 
the\ arena* tn vritl without eo-l. as a liniui-, 
Ml along. >on'\e heen getting iimrt* and 
more than von originallv bargained for. \IH 
ha- heen |)a\ing for all of the-e improve- 
inenl-. the .id\erli-er ha.- mil. hut the adver- 
tiser is going In. at lea -I to a degree, \fler 
all. network radio i- -till a -nli-idi/eil me- 
dium. \il\eiti-ers have lieen linving at lie- 
low ro.-t lor a long lime and the network* 
are now ruining kirk into their own ;if|er 
veais of hard work ami privation." 

"I -nhiuit that v\e've earned the privilege-. 
\\ here you i analogy collapses i- in the -tate- 
meiil that the tenant has made the improve- 
ments, worked for them, fought for tliem. 
and elTerird them. We have even rea-nn to 
helieve that what we have done ha- heen 
in the advertisers* interest." CHS Radio pres- 
ident Arthur Hull Have-, and William K. 
MiDaniel. head of NBC Radio, derlined to 
eomment on Rail - remark-. 
Legislation proposed: A hill to bur the FCC 
from uiiy rulemaking on length yr freipienrv 
of broadcast rommerrials was iiitrodiired on 
Fridav liv Rep. W alter Roger- of leva-. The 
antliurshin. pack- a double wallop. b«rau_«*r 



Rogei- i- i lu i ii in. in id the IIiiii-hc < iimmeiie 
Nibionuuittee on ( .i iiiimiiiiu .it ion-. He pinli- 
aide will rail Im healing- mi the me.i -n i <* 
H- -mill .1- [in— ihle altrl the -llln iillilllllli'i' - 
-ilii'iliiled lira ring- on 1 1 r< i.i ■ ]■ ,i - 1 editoi lalt/- 
illg wliieh liegin 1)5 N'pteiillM'l. I .rgi-l.l I |i ill 
would knock out the i")itiimi--iiui - propti-cd 
nileinaking liv wlnrh it hoped to -et up ef- 
tee|i\e briiadra-t ad\ ei li-ing guideline- h\ 
I Jaiiu.nv. Roger- -aid iiiipo-ition h\ I CC 
of rule- limifiiig rouunerria I- ronld have 
dra-lir run-ripii'iire- to the eroiiiiinie vitahlv 
of the 1 1 1 < i.n li .i -I indii-trv . 

Kluge honored: Mrlminetlid rhairman John 
W. Kh.ge ha- heen -eleeted I'nl-c"- IWiS 

"Man ot the *l ear." 
\wai d will he given 
al -pnial linn Tiruii 
in New x nrk. I () ( )e- 
tuber. Citatimi i- 
given e.n Ii ve.n to 
iiiilividn.il who. in 
opinion of I'nl-e and 
hroade.i-t indn-lrv 
p.incl. make- in >tti I >l« 
rnnti ilmlinii to ,nl 
\ .i in eineiil ol hro. id- 
e.i-l iiidu-tiv or il- 
pnldii n-elnhie— . 1'ievioii- winner- im hide" 
Ceorge R. Mnivr. Marion Harper. Donald 
Mr( r. inn. hi. Dr. Mint R. Dn Mont. Ward to 
klnge i- in recognition of hi- creation within 
four -hurt vrar- ol a new forre in the broail- 
ra-ting imhi-trv (Metropolitan Rroaih a-ting 
divi-ion of Metromedia I. I'nl-e pir-ident. 
Dr. >vdnev Ro-low -aid. Klnge- .ntivitie- 
inrhnle real e-tatr. a food brokerage firm. 
Craphie \rt- Pre—, in addition to Metromedia. 

ABC radio stations: keti limn. M.n I . end J» 
Clove ha- been iippomled agenev fur M?C- 
owned radio -tatioii-. Two-vr.ii relation-hip 
with Daniel \ Charle* v\a- terminated 7 \ug- 
n-t. Station- unhide outlet- in N. 't .. I'itt- 
burgh. Detroit. Chicago, >an I - raid i-m. I.. \. 

SPONSOR-WEEK continues on page 10 
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New Cox posts: Marcus fkrtlell. formerly 
gcneral iiuiiiager al WSB-TV. Atlanta, will 
he in charge of all community antenna tv 
operations, newest activity of the Cox organ- 




BARTLETT GAITHER 



i/.ation, and Frank Gaither. formerly general 
manager, WSB Radio, will he in charge of 
all Cox radio and tv stations. J. Leonard 
Reinsch, executive director of the Cox sta- 
tions announced at the weekend. Also an- 
nounced were appointments of Don Elliot 
Ileald as station manager of WSB-TV, and 
Elmo Ellis as station manager. WSB Radio. 
In addition to WSB stations. Cox properties 
include: WIIIO radio and tv, Dayton. Ohio; 
WSOC radio and tv, Charlotte, and WIOD 
radio, Miami. Bartlett joined WSB Radio in 
1930, while Gaillier started at WSB in 19 16. 
Ileald has heen WSB-TV sales manager, 
while Ellis has served as WSB radio program 
manager. 

RAB agency drive: Radio Advertising Bu- 
reau has major effort under way to rover top 
advertising agencies. According to RAB sales 
vice president Rohert H. Alter, drive has 
three divisions. First are account-level pres- 
entations directed toward specific marketing 
and media prohlenis of individual accounts. 
Secondly, agencies are being hit with quiutile 
study and RAB radio lest plan results. In 
third part, "road show" is being revised, 
with collection of 50 outstanding radio com- 
mercials set up for playing to agency creative 
drpa rtments. 



P&G to buy Folger: Procter & Gamble has 
reached an agreement to acquire J. A. Fol- 
ger, 1 13-year-old coffee marketer. Agree- 
ment was signed by company officers, and is 
subject to approval of directors and share- 
holders. In addition to extensive line of soaps 
and cosmetics, P&G also is a major food 
marketer. In the latter field, it has Duncan 
Hiues cake mixes (al or near the top), Jif 
and Big Top Peanut Butter, Crisco, and 
Whirl shortening. With the Folger acquisi- 
tion, P&G now enters another food line. P&G 
president Howard Morgeus said they expect 
to operate Folger as a separate subsidiary 
with Folger management. Headquarters 
would remain in Kansas City and San Fran- 
cisco. 

Maxwell House stars: Fall tv commercials 
for General Foods" Instant Maxwell House 
will feature three top stars: Claudette Col- 
bert, Edward G. Robinson, and Barbara Stan- 
wvck (seen helow). According to GF. cam- 
paign will he most extensive network pro- 




graming placed for am infant or ground 
coffee and begins this month. Spots will 
inn on 16 network shows on ABC and CBS 
as well as heavy spot drive in major markets. 
Commercials carry theme "a coffee so much 
richer in flavor that you can make it by the 
pot." Benton & Bowles is the agency for Gen- 
eral Foods. 

SPONSOR-WEEK continues on page 12 
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Time Buyers ? Bonanza 
one-minute availabilities 



wmal-tv 



WAS H I N GTO N 



Call Harrington, Righfer & Parsons Inc. for 1-minutc 
spot avails on more than 26-hours of new local programming 
each week. (Some 20-sec. and 10-sec. avails, too.) 




NEWS 

6:30-7:30 PM 
MONDAY THRU FRIDAY 

Early-evening 1-hour newscast re-designed -to even 
better present the news. Ffexible format with 
the importance of news item determining its position and length. New format tailormade for participating sponsors. 



THE SALES ACTION HOUR 

5:30-6:30 PM, MONDAY THRU FRIDAY Different show each day: 
Cheyenne, Surfside 6, Adventures in Paradise, Checkmate, Maverick 





1ST RUN MGM NAKED DICK POWELL THE DIVORCE BACHELOR 

30/63 MOVIE CITY THEATRE FUNNY COMPANY COURT FATHER 

11:30 PM 10:30 PM Thursday 11:15 PM 8:00-9:00 AM 1:30-2:30 PM 5:00-5:30 PM 

Friday 11:30 PM Saturday Sunday (M-F) (M-F) (M-F) 



wmal-tv S 



The Evening Star Broadcasting Co,, Washington, D .C. 
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Auto dealer agency: .Nine more Ford deal- 
erships have appointed Leon Shaffer Golnick 
Advertising, of Baltimore, as their agency, 
bringing to 37 the number of ear dealership 
client*, including Chevrolet. Rambler, and 
other* in addition to Ford, it has throughout 
the country. The agency is now in the process 
of opening offices in Los Angeles and other 
strategic cities to serve auto dealers from 
Canada to Florida and from the east to the 
west coast. The newest anto clients are: 
George Nutil. Downtown Ford, L.A.; Red 
MeComhs. Hemphill AlcCombs Ford, San 
\nti)iiio; Abel Ford of Boston; Cavalier Ford 
ol .Norfolk : Summer*- Hermann Ford of 
Louisville: Bennett Motor Co. of Salt Lake 
City: lieu Page Ford (Crown Ford) of Nash- 
ville: Foxworthy Ford. Indianapolis; and Lit- 
tle Ford of Toronto, 

NBC O & O research: Establishment of re- 
search department for NBC owned stations 
and spot sales divi- 
sion and naming of 
William Rubens as 
director of the new 
department was an- 
nounced today. For- 
mation of department 
recognizes j n e reused 
significance of re- 
search for stations 
and spot sale: 
agencies. Raymond W. Wei pott, execut ive 
v.p. in charge of NBC owned stations and 
spot sales? division said. Rubens was former- 
ly manager of audience measurement at 
NBC. 

Ideal tv campaign: Major tv campaign for 
Ideal Toy s Mouse Trap Game begins this 
week on eight CHS and ARC TV network 
>hows, plus spot tv mi 76 stations in 43 mar- 
kets. Ideal plans for major t\ role were re- 
ported previously (sponsor, 26 August). 




RUBENS 



iii serving advertisers and 



Daytime rating boost: The Washington 
Freedom March proved to he a shot in the 
arm for daytime tv ratings last Wednesday, 
according to information from A. C. Nielsen. 
Average qua rter hour rating, Wednesday, 
Nielsens New York Audimeter report 
showed, was 21.0. from 9:30 am to 5 pin. A 
week earlier, the figure was 19.2. Peak at 
12:15 pin was a 33.9 rating, compared with 
21 .0 the same day a week earlier. March was 
covered extensively by radio and tv. network* 
and stations. 

First 'outsider' for STS: Storer Television 
Sales has been signed to rep its first station 
outside of the Storer o-o group — \VG HP-TV. 
which begins operations between 15 Septem- 
ber and I October, serving Winston-Salem. 
Greensboro, High Point, N. C. A primary 
ABC affiliate. WG1 IP-TV is headed by presi- 
dent-gen. mgr. James W. Coan. with E. A. 
( Buzz) Hasselt as asst. gen. mgr. STS will rep 
station nationally, except in *ifs local area. 

Peak color-casting: WLW-T. Cincinnati will 
air 66 hours of color programing this fall, 
a record in tv history. The station will color- 
cast 35 hours per week, with NBC TV prov id- 
ing the remaining 31. Total does not include 
expected network ami local specials. In addi- 
tion to the continuing series. WLW-T will 
contribute 22 live originations and newly 
purchased syndicated programs and feature 
films to the upcoming schedule. 

Newsmakers: Douglas E. Jones, formerly 
with H-R Representatives, has joined Venard. 
Torbet & McConnell in New York as a radio 
account executive . . . Dancer-Fitzgernld- 
Saiuple has named George Dean. Parker 
Handy, and Peter McSpaddeu vice presidents 
. . . Richard Meeder has been named national 
sales manager. WAVY radio. iN'orfolk-Ports- 
inonth-Newpi)it News. He joined station in 
1956 as account executive. 



SPONSOR-WEEK continues on page 45 
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thoughts 
about 

SPONSOR 



KIRSCH 

"I particularly enjoy your articles on 
products which have had spectacular 
success In radio or tv." 

M. Wolff, Advtg. Mgr. 
Kirsch Beverages, Brooklyn 

3M 

"Find it gives me good round-up of 
common tv problems, solutions.'" 
Roger F. How, Advtg. Mgr. 
3 M, St. Paul 

FRC&H 

"I find SPONSOR interesting and 
useful." 

Sandford C. Smith, VP 
Fletcher, Richards, Calkins & Holden 
New York 

C-E 

"It's good. Keep up the good work." 
Frank W. Townshend, VP 
Campbell-Ewald, New York 

ALCOA 

"I find SPONSOR a great source for 
broadcast information and ideas." 
Howard M. Osby, Mgr. Adv. Services 
Aluminum Co. of America, Pittsburgh 

GUMBINNER 

"Keeps me informed and up to date in 
the broadcast business." 

Hal Brown, VP Acct. Supervisor 
L. C. Gumbinner, New York 

KASTOR 

"Like current (yellow page) news!" 
Ed Johnstone, Exec. VP 
Kastor, Hilton, Chesley, 
Clifford & Atherton, New York 



GREY 

"Fine, in-depth publication." 

Hal Miller, VP & Media Dir. 
Grey, New York 

AYER 

"I look forward to reading SPONSOR 
every week and find it extremely help- 
ful in keeping up to date on important 
broadcast activities." 

Jerry N. Jordan, VP 
N. W. Ayer & Son, New York 

K&E 

"Read it cover to cover every week." 
Joseph P. Braun, VP, Media 
Kenyon & Eckhardt, New York 

AMERICAN 
TOBACCO 

"I find SPONSOR interesting, useful— 
and informative!" 

A. R. Stevens, Advfg. Mgr. 
American Tobacco, New York 

BRISTOL-MYERS 

"Very informotive and useful." 
John H. Tyner, Dir. of Advtg. 
Bristol-Myers, New York 

AF-GL 

"I feel I learn a great deal by reading 
about the experiences of others as re- 
ported by your publication. It is stimu- 
lating ond breeds new ideas." 
Robert G. Fest, VP 
Albert Frank-Guenther Law 
Philadelphia 



AYER 

"Appreciate your broader base 
tures." 

L. Davis Jones, VP 
N. W. Ayer, Philadelphia 

S&H 

"One of the best publications cove i 
the broadcast media field." 

Henry Halpern, VP-Med. Dir. 

Sudler & Hennessey, New York 

JEWEL 

"Good for brood and timely infor t 
tion." 

Joseph Klinge, Advt. & SPM 
Jewel Teo, Melrose Park, III. 

AEROSOL 

"\ find SPONSOR interesting and i 
ful AND timely. Well written. Import 
in reporting news!" 

Anne L. Hall, Advtg. Mgr. 
Aerosol Corp. of America, Bosto 

FIRESTONE 

"I'd say SPONSOR is almost a 'rr 
for anyone interested in broadcastir 
A. J. McGiness, Nat'l Advtg. Mg 
Firestone Tire & Rubber 
Akrons Ohio 

STEFFEN 

"SPONSOR is always full of 'up' 
the minute' information — trends, i 
shows, market information, ratings, ■ 
many other worthwhile features." 
Ralph L. Latimer, Advtg. Mgr. 
Steffen Dairy Foods, Wichita 



EVERYBODY'S TALKING ABOU 



BBDO 



'carccly an issue I don't clip two or 
lee items of interest not only to my- 
|f but others in the office." 
Dole G. Casto, VP 
BBDO, Buffola 

GENERAL MILLS 

think SPONSOR is the best maga- 
le in its field." 

Monce Rose, Mcrch. Mgr. 
General Mills, Minncopolis 

MORGAN 

often clip articles ond send them 
ng to clients — since you uncover 
gs we'd never know." 

John Morgon, Pres. 
John D. Morgon, Inc., Chicogo 

MELDRUM 
I FEWSMITH 

tike it . . olways has useful infor- 
lion." 

i Rolph Wright, AE 

drum & Fewsmith, Inc., Cleveland 



BIDDLE 



ie of the only mogozines I read 
1 cover to cover." 
John G. Relnhord, Res. Super, 
iddle Compony, Bloomington, III, 



PLOETZ 



u do o splendid job of covering 
t's new ond of interest in the field 
rief, time-soving form." 

Lester H. Ploetz, Pres. 

Ploetz, Inc., Chicogo 



SPONSOR ! 



WADE 



"I find SPONSOR interesting ond use- 
ful .. . yes indeed!" 

Morvin W. Harms, Sr. VP 
Wade Advertising, Chicago 

HENDERSON- 
AYER & GILLETT 

"A most helpful tool!" 

Mrs. Joyce Clark, Med. Dir. 
Hendcrson-Aycr & Gillett 
Charlotte, N. C. 



RIVAL 



"Your SPONSOR-SCOPE cammentor- 
ies are mast helpful." 

Harry I. Godau, VP of Advtg. 
Rivol Packing Company, Chicago 

D'ARCY 

"SPONSOR provides the only ade- 
quate coveroge af the broodcosting 
industry from buyer's paint of view." 
Richord K. Jones, AE 
D'Arcy Advertising, St. Louis 



MILES 



"It gets thoroughly reod and routed 
every week! Frequently 'clipped'." 
Harold J. Beeby, Advtg. Mgr. 
Miles Laboratories, Inc. 
Elkhart, Indiano 

STOCKTON-WEST- 
BURKHART 

"It Is excellent." 

Richard Kuck, Acct. Dir. 
Stockton-West-Burkhart, Cincinnati 



Y&R 



' SPONSOR serves to keep me in 
formed on developments." 

R. E. Whitting, VP Acct Super 
Young & Rubicam, Chicogo 

FOLGER 

". . . most interesting ond informative 
publicotion." 

B. F. Howe, Advtg Mgr. 
J. A. Folgcr & Co., San Francisco 

COMPTON 

"The current picfure af national ad' 
vcrtisers, their commercials and sales 
success is most helpful." 

Lyle E. Wcstcatt, AE 
Compton Advertising, Los Angeles 



K&E 



". . . the most current and complete 

coveroge af the field." 

John L. Baldwin, VP & GM 
Kenyan & Eckhardt, Boston 



NL&B 



-infor 



"Look forward to each issue 
motive, well written." 

Edmond C. Dollord, VP 
Needham, Louis & Brarby, Chicogo 

HOEFER DlETERICH 

& Brown 

"Without question, I find SPONSOR 
to be the mast timely, interesting ond 
helpful of all the broadcost medio 
business magozines. Keep up the good 
work!" 

Wallace C. Riddell, Jr. VP 
Hoefer, Dieterich & Brown 
Son Froncisco 



These quotes typify recent agency advertiser response to 
SPONSOR'S vitality, force and energy. 

Look at the company names. Look at the names of the top level 
agency /advertiser executives. Look at what they said. They're 
obviously excited by SPONSOR. They "read" it. They "enjoy" it. 
They "get ideas" from it. They "clip" it. They "route" it. They 
"use" it. The excitement readers are finding in SPONSOR means 
excitement, visibility, and penetrating power for your selling 
story. A new or intensified schedule in SPONSOR will have our 
readers talking about you, too. And more important, buying you. 
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The company she keeps 



Forty of the fifty lorgest U.S. corporations 
have a Chorlotte oddress. Not because of 
her beauty But because Charlotte is one 
of the largest commerciol ond distribution 
centers in the Southeost. There ore more 
people within o 75-mile rodius of Chorlotte 
thon in a corresponding radius oround 
Atlonta, Indianapolis, Konsos City or Min- 
neapolis. The largest businesses in America 
ore in Charlotte to reach these people. You 
con reach them through WBT Rodio Char- 
lotte. For over 40 years, WBT has had the 
lorgest adult audience for the 37-county 
basic area . .the audience (hot receives and 
spends most of the Charlotte areo's $2.61 2.- 
784,000 worth of spending money.' Join 
the company that Charlotte keeps— through 

WBT RADIO CHARLOTTE 

Jefferson Standard Broodcasting Company. 
Represented notionally by John Bloir & Co. 
'source survey of buying power 



"DATA DIGEST 



Basic facts and figures 
on television and radio 



ECONOMY ROLLS ONWARD AND UPWARD 

New highs iit sales, income, and output were reported in July, the 
Office, of Business Economics, Department of Commerce, said last 
week. But the liiglis. the office adds, were not strong enough to reduce 
the rate of unemployment significantly. 

Continuing shifts in factors contributed to the overall rise in busi- 
ness. One shift was improvement in retail sales. Revised figures were! 
up about one per cent over those for May, and July sales, on the basis* 
of advance reports, were up another one per cent over June, aflei 
I seasonal adjustment. The July sales were up five per cent from a yeai 
ago- 
Personal income moved ahead to reach a total of S 164 billion, at a 
seasonally adjusted annual rale, a rise of SI. 7 billion over June and! 
$21 billion over last July. The rale of increase was slower than in the 
second quarter and reflected chiefly a less rapid increase in wage an 
salary payments than in prior months as well as a decline in dividend: 
from an unusually high June figure. 

New orders received by durable goods nianii factnrers during July 
were, about the same as in June, after seasonal adjustment, according 
to the advance report. A feature of the month was improvement in new 
orders received by iron and steel producers. 

Industrial production in July rose above the peak rale reached tlu 
month before. Output in the durable goods industry as a whole was 
little changed, as a large decline in steel production offset increase^ 
in fabricated metals and machinery, mining and public utilities. 

The automobile industry began its annual model changeover will 
dealer sales continuing very strong in July. Dealer inventories, wliib 
more than 1,000,000, were low in relation to the sales rate. 

The OBE adds: "A strong demand for consumer durable good 
especially aulas, and the Continued long-term growth in credit us< 
brought aboui a substantial rise on consumer credit outstanding in th( 
first half of the year. While this new credit has provided an iniportan 
supplement to income for consumer purchases, the available evidenfl 
does not suggest that credit iilili/.alion hi llie recent period has l»eei 
excessive when viewed against the postwar experience. 

"In the first six months of 1963, consumer installment credit out 
standing increased by $2.7 billion, after seasonal adjustment, or l>' 
85.5 billion at an annual rale. This rise, the extension of a eycliea 
increase that started in 1961. compares with advance.- of SO. 7 billioi 
in 1961 and $1.7 billion in 1962. The largest previous annual ri.-< 
wa.- $5.6 billion in 1959." 

Volume of credit outstanding totaled about S50 billion at the end I 
Julie, and constituted 12' j per rent of disposable personal income 
\\ bile this was a record proportion, the department said it "a p pea ret 
to he approximate!) in lino-wilh the long-term growth in credit ove 
the past decade."' 
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Letters to the Editor 

and Calendar 

ol Radio/Tv Events 



NTVL BOLD FACE LISTINGS 

In tire 10 Vuuiist issue ol sros. 
soli. (Hi pace -V). \iiii i .111 die storv 
altniit National I A' lam's pi. in In 
Mm' hold-Lice hslimjs to leles isinn 
programs in new spapeis throuidioiil 
llii- connti \ 

I .mi interested in liirtlier inlor 
Pt.it "1 alone; this line and would 
tpprcci.ite it il sou ciuild lorwafd 
lliis letter lo tin- compau\ or Inrnisli 
Be with their complete .uhlress. 

\X is ,i pleasure to read sjiissun 
Mill week i>ii tlioimh it does 
mil I. ill wilhiii die niirinal interests 
ol our p. u tit ular t\pe of a telecast, 
set lliere are mam items which I 
(ind are ol much \alue and help to 
lit'. 

Ernest N. Wendth. 
Director ol station relations 
Faith for Today 
New York 

► \ationtil Ti l.nn is loiatttl tit 52 Win 
lirhilt Aiciiui . .Vi n ) nrJl IT, .V. V. 



APOLOGIES TO CUNNINGHAM & WALSH 

We were su pleased to reatl Mi, 
-mom-Johnson's critique of the 
I Ii»fl man ratlio commercials in vow 
i \ii'4iisl issue. 1 am sail, thtwigli. 
1m t ho didn't inentinii Cmmiuj'.hum 
v Walsh was responsihle lor "(his 
lop lactorv's musical commercial 
kith a chance lor coiitiiiniiiu suc- 

CSS . 

I loll man lie*, crane is a new 
lUfi.]) aid t at the aucuc\. and 

think those responsihle deserve 
i good deal ol credit Inr the success 
W the enrent cainpainn. 

Barbara Huss. 

Public Relations 
Cunningham & Walsh 
New York 



PURRRFECT COMPLIMENT 
Vfter reatl inn the 12 \ueiist issue 
reaetetl as ni\ Siamese cat does 
Mien .she's- pleased — 1 purred! 
\utl wliv iiol ■* Your well w ritten 
port ol the San Francisco 
f\\ciit\\ Plcntx" and McMahaii 
resent. ition uas perceptive and 
actual— and rellci ttxl the hasii 
hilosophs ,,f TAAll and kTI.W 
lies approach. \lso. the k'PIX 



avail" stun handled a complex 
situation with Ui.it e and .nidi r 
sl.ijidiut;. 

Philip Lasky, 

Vice Picsidenl Wesiinjhouse Broadcasting 
San Francisco 



ME ANO MY SHADOW 

(u the I!) \ne,nst issue, on page 
IV I. I mile sour .il tit le "It.nlio s 



Shallow Ketnins 

\ on i e damn light it has l ( turned 
ill I. lit, \\ 1S\ Itidio has pio 
gi. oiled "I he Shadow mi SnndaVs 
I rum "» (HI lo 7>..Vi I'M e\er\ whL 
siiiic 7 Otlolier l'KiJ diiiost i in 
\ eai 

lames T Butler. 
Vice President and General f.'a ager 
WlSN Radio 
Vlwaukee 



"CALENDAR 



AUGUST 
Tt'lox ision Alliliatcs Corporation, 
prueraming conference, Hilton Inn, 
S.in Francisco (20-27) 
Hoard of Broadcast Governors, hcar- 
ini!. Ott.i\va, Can.ida (27) 

SEPTEMBER 

West Virginia Broadcasters Assn., 
annual fall meeting. The Creenbrier, 
White Sulphur Springs (5-8) 
Arkansas Broadcasters Assn., fall 
meeting, Holiday Inn, North Little 
Rock (6-7) 

American Woiun in Radio and Tele- 
vision, educational foundation, board 
of trustees meeting. New York (7) 

Western Assn. of Broadcasters, an- 
nual meeting, Jasper Park Lodge, 
Alberta. Canada (S-ll) 
MIC Ratlin, rcciunal af filiate* inrrt. 
inc. I'.iinimiiiit Hotel. *». (9 , 
Slter.ltt'tt-< ilic.lUO l intel, Clilcaviti 
III).. Iniit.llliclili.nl Niiitel. \t s\ ( )r- 
Iejii- I l.l I. Rei;i» lintel, Sew 

'lurk { IT I 

Radio Advertising Bureau, manage- 
ment conferences. The Homestead, 
Hot Sprincs, Va. (9-101; The Hilton 
Inn. airport, Atlanta (12-13); The 
Holiday Inn-Central, Dallas (16-17); 
Gideon - Putnam, Saratoga Springs, 
N. V. (23-21 . O'Hare Inn. airport, 
Chicieo (30-1 October); Rickey's 

Hyatt House Hotel. Palo Alto. Calif. 
(3-4); Town House Motor Hotel, 
Omaha (7-8V The Executive Inn. 
Detroit (14-15) 
Electronic Industries \s\u.. f.ill met I- 
ini!. Biltninre lintel Vi w Nnrk 1*1- 
12 

Mielu'itaii Vssti. of Hm.nlt asteis, 15tli 
.limit. ll fall i omentum lluliliu \ .il- 
les. (..ivl.wl (I I 1 I 
Hadiii-Tclevision News Dirci tors 
\ssn., ISth international conference, 
Hadisson Hotel, Minneapolis (11-141 



FC'C. liar \ssn.. In in >i i nnetnm 
N.itioii.il Press ('lull \\ .i si <iii * t« >i4 

o. <:. <i2 

National \cajleiu> of I i lev Jsiou \rt» 
mill Ncii'iiccs. hoard nf (trustees. lt>"C ■ 
erl\ Uilslure I Intel llnirh 1 1 ill- 
(13-15) 

American Women in Radio and Tele- 
vision, southwest area conference. 
Houston, Texas (13-15) 
New York State AP Broadcasters 
Assn., banquet and business sessions. 
Gran-View Motel, Ogdensburg (15- 
16) 

Louisiana Assn. of Broadcasters, con- 
vention, Sheraton Charles Hotel. 
New Orleans (15-17) 

Rollins Broadcasting Co., stockhold- 
ers niectinc, Bank of Delaware Build 
in;, Wilmincton, Delaware (17) 

American Assrj. of Advertising Acen- 
cies, Wcsteni region convention, 
Mark Hopkins Hotel, San Francisco 
(17-19) 

Advertising Federation of America. 
10th district consention. Commo- 
dore Pern 1 Hotel, Austin, Tcsas (19- 
21) 

lint'iicm Women in Radio and I tele- 
vision, southern an a loiifemu • ( u 
lnitihtis. C.i (20 22 

I'litritlii Vssn. tif llro.iilt tslcis, fill 
< inifi n in i* an< I lxi.tr< I i >• rti i '.(.rni I 
11 tli mi i I -l.i, ii I 21 

NesaiUi Hi ctncli .istiTs Vssti., 1st in 
in i.i I t nit wiiliiin. II id I s il ir i I s 
Vc-is ,2>-2"> 

Assn. of .National Advertisers, work- 
shop, Nassau Inn. Prui tltn (26-27 

Nov Jerscv llriiadt asters Vsvn., |7ll 
.mi nil 1 1 >li v end hi Coli n\ M id 
Vllanlu Civ. \ 1 10- 1 ( ) ( tv r 

(.ruriii.i \ssu. of llro. uli asters, 
■•nil mi (n \tl e s R t» 

lit si hi \ll t \ si id I r 
I (i I r 
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TURN IT UP 

or 

TURN IT OFF 



Want to make an interesting discovery? 
Telephone a KTRH listener . . , at home. 
First thing you'll hear is: 
"Just a minute , . . 'til I turn my radio off." 

WE LOVE TO HEAR IT. 
BECAUSE 

That's no statistic you're talking to . . . 

that's no set-in-use, 

that's a listener you're talking to. 

And if you're fair 

You'll evaluate ratings with this in mind. 
Ratings now mean different things 
on different stations. 
What difference? 

Info/radio on one Houston station . . . KTRH. 
Where ratings guarantee 100% LISTENING! 
LISTENING WITH THE SET TURNED UP. 

The other choice: 

Music and news radio on 11 stations. 

Where ratings indicate sets turned on . . . nothing more. 

If the set is turned on ... is it also turned UP? 
It's a gamble. You take your choice. 

You should see our list of advertisers who 
don't LIKE TO GAMBLE. 

And you can 

Call CBS Radio Spot Sales 
Or us. 

I^T-R'H"C'B S HOUSTON'S VOST INFLUENTIAL STATION 
RICE HOTEL. HOUSTON 
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'SPONSOR-SCOPE 

2 SEPTEMBER 1963 



Interpretation and wmmentary 
on most significant tv/radio 
and marketing news ol the week 



Network rating battle promises to be lively this month. There are 35 new evening programs. 

American Re»«nrch Bureau U m\ to go, with special rate card on overnight 
survey* >cnt mil to .-nl»< rihei - week. ABB has five overnight survey market 
groups wliirh can he purchased. 

Says the hurcaii: '"The telephone coincidental enables broadcasters and ad- 
vertisers to gain an immediate indication of a current program's audience per- 
formance. Hates listed are hased on the mimher of interviewers required to obtain 
300 useable ealk" In addition. AIM? Im* St ili<»n \iidienre Index, with rates hased 
on 500 to 1.000 useable calls. 



TvB has prepared detailed analysis of "Newspaper 1" group. It isn't flattering. 

Formed several months ago. Newspaper 1 has 30 newspapers including S. Y. 
Daily A cres, Chicago Tribunt', Los Angeles Times. San Francisco Chronicle, Detroit 
Ames, Philadelphia Inquirer, and others. 

Reports TvB: line rate of these 30 papers increased 41 r r in past decade, while 
circulation rose 10 r r . Papers have eireulation of 12,927,831; total cost of 1,000 
lines is §35.133: cpm circulation comes to S2.72. Using Starch noting scores, epm 
for all national ads. men noters is S14.30. female notcrs is S12.35. adult noters 
S6.47. 

"For gas and oil. a male appeal category, eost-per-thousand male noters . . . 
S10.45. For toiletries, a female-appeal category, eost-per-thousand women noters 
. . . S7.76. For radio and tv. a category whieh would probably appeal to both men 
and women, rost-per-thoii-and men noters. SH.2 1 : eost-per-thousand women noters, 
S9.06: and eost-per-thonsand adult noter< S4.31," the bureau adds. 



Sale of Petry firm to employees (see page 54) includes only the company itself. 

Not included are Petry firm investments. In letter to rep firm stations, the ehair- 
man reports: '"We have finally' obtained a ruling from the Internal Revenue Service 
under whieh Ed Voynow and I will he able personally to take over the eompany's 
investments and to be paid the balanee of the pureha-=e priee of our «toek by the 
Petry Company over a substantial term of years." 

Investments of note are a block of Metromedia stock and about 109c of Trans- 
continent Television. Tian.-continent station* as reported previously, with exception 
of Clev eland, are *lated to go to Taft and others. 



A. C. Nielsen and CBS will soon be next-door neighbors in New York City. 

The research firm has made a Labor Day move to brand-new quarters in the 
1290 Avenue of the Americas building, in what has now become an unofficial north- 
ern extension of Roekefeller Center. (New general phone number is one of those 
digit deals: 956-2500.) 

Being constructed, just a few steps away, is the new CBS headquarters. Niel- 
sen's reeent New York headquarters was on Lexington; CBS is still at 485 Madison. 
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(CONTINUED) 



No, there won't be any more Warner feature packages for outside distributors. 

So says Joseph Kotler, v.p. of WB's tv sales operations, who last week em- 
phatically denied that Seven Arts "or any other outside distribution firm will handle 
Warner Bros, features for television in the future." 

Kotler's remark came on the heels of earlier attention by Seven Arts to theatrical 
movie liaison between Warner Bros, and SA (see Sponsor-Scope 26 August). 

"We firmly intend to distribute our own features from now on," Kotler said, 
pointing to $3.5 million in sales in two months for his firm's recently launched 
Warner Bros. One feature package — sales made at what WB describes as "highest 
prices ever paid for features." 

There's no SA-WB animosity, however. Kotler said that WB was "pleased" 
with the way Seven Arts has handled distribution of earlier post-1950 films. 



Men's toiletries is a booming business— a $350 million market, in fact. 

So reported the Wall Street Journal last week, which noted that most com- 
panies (particularly Revlon and Elizabeth Arden, cosmetic houses which have in- 
vaded the field) try for Gang- Ho masculine product names. 

A few: Right Guard, Count Down, Tackle, Command, Afta, etc. 

Lamented the WSJ: "Time was when the American man managed to spruce 
up with soap and water, and maybe a touch of hair tonic and after-shave lotion." 



New promotion piece from CBS Radio Spot Sales is a handy radio primer for admen. 

Titled "Don't Use A 12-inch Yardstick," the three-fold booklet makes a num- 
ber of generic, low-pressure points for the spot radio medium in the realm of quan- 
titative and qualitative factors. 

Here are a few: 

► "Ratings should be thought of as minimuins (in radio, now a mobile, 
personal medium), certainly not as maximums in terms of audience size." 

► "People, not homes, buy things. A step to better advertising requires know- 
ing whether the station attracts men or women, and when." 

► "What may he a surprise to many people is that weekends not only offer 
large audiences but prove to he a great buy price-wise." 

► "To capitalize on radio's large reach (and get the greatest possible un- 
duplicated audiences), it is important to look at research estimates for campaigns 
covering at least a four-week period." 

► "Is there a demand for attention or does the station program nothing but 
'audible wallpaper?' " 

► "Each of the stations you are considering should be asked for a statement 
regarding their commercial scheduling standards." 



Admen can check on those luncheon Dry Gibsons, thanks to a Canadian station. 

CKRS-TV, a tv outlet in Jonquiere, Quebec, has made up a station mailing 
piece which is a small card with a red square in the center. The gimmick: You 
breathe on the spot. If it turns blue, you've had enough to drink. 

Card-holders are also advised that if the spot stays red, "you'd better use 
more CKRS-TV." 
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What amounts to an "import-export" firm has been formed in broadcast rep field. 

It's called Overseas Broadcast Services, Ltd., and it lias n working deal with 
Britain's Television Intel national Enterprises, Ltd. UUS, which is headed 1)>' Steve 
Mann (at one time sales manager of ABC International Tele\ision), will work in 
several areas: 

^ Bcpreseutnliou, in the L.S. of foreign networks and station*. 

► Representation, in foreign market:-, of I .S. broadcast operation-.. 

► Consultancy on launching U.S. -manufactured products in foreign market*, 
and in the introduction of foreign products in the U.S. 

► Supplying U.S. programing, personnel and general know-bow to foreign 
broadcast customers, and in repping foreign producers in the L.S. 



There may be a competitive tv-theatrical film race in the musical Land of Oz. 

At least two projects in this area sound remarkably alike. As announced by 
different sources recently, they are: 

Hi-turn to Oz, an hour-long animated special, produced for General Electric 
by Videocraft International as a drop-in 5-6 p.m. special replacing GE College Hau l. 
It will have a script by Borneo Muller with original score and lyric.-;. Target date: 
early in the 1963-64 season. 

Return to the Lund of Oz. a co-production animated feature planned by ex- 
Talent Associates executive Mike Saulangelo and Lincoln Productions. Name star.-, 
such as Danny Thomas, Liza Minnclli (Judy Garland's daughter), and Milton Bcrlc 
will provide the voices. Target date: April 1964. 

Meanwhile, CBS TV still holds tv rights to its perennially popular MGM The 
Wizard of Oz. starring Judy Garland, now virtually an annual event. 



Triangle decision to give its fm stations independent status is new boost for medium. 

Each of the group's five stations now has its own manager, reporting directly 
to Triangle president Boger W. CI i pp. Latest action follows by a few month- their 
joining National Association of Fm Broadcasters. 

At that time, only WFIL-FM in Philadelphia had its own manager, Joe Winkler. 
Since then. Norman Boland was named manager at WFBG-FM, Altoona: Warren 
Korbel at WNBF-FM, Binghainton : John Ellinger at WNHC-FM. New lla\en. and 
Don LeBrecht at KFBE-FM, Fresno. 

Triangle move is predicated on belief that fin medium i- moving ahead and 
deser\e- -Irong sales support. 



Attention retailers: a new pitch at major department stores is being readied by TvB. 

Extensive presentation has been prepared and previewed to bureau members in 
San Francisco, Chicago, Los Angeles, and New York. Target is big city store- which 
use little or no tv, and it differs considerable from earlier presentation* which were 
largely on a "how to" level. 

New TvB offering deals with medium and its application to stores m manner 
which would interest the most sophisticated tv users. First tcM will come in OcIoIkm 
before major midwest department store. 
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Fox's Movietone News and United Press international have parted company. 

The link was formed a dozen years ago when 20th-Fox. which wanted to get 
into the tv newsfilm business but didn't have station contacts, and United Press, 
which had station contacts through its radio newswire service but no major news- 
reel operation, decided to form an alliance. 

Now, UPI will syndicate its own newsfilm service to tv clients in the U.S. and 
over 40 foreign countries starting 1 October. Movietone will launch an "independent 
production program," but it may be aimed more at theatrical newsfilm and docu- 
mentaries than at tv. 

A Movietone source told us that his company had faced "losses you wouldn't 
believe" in the tv field lately. The problem, in part, is that tv networks and many tv 
stations developed their own newsreel operations needing little outside aid. 



There's a steady growth in station purchase of filmed-in-color features, says Seven Arts. 

The number of stations which have signed for color prints of movies group- 
packaged by Seven Arts now stands at 48, with 14 of these outlets joining the color 
fold since the first of this year. 

The stations cut across network lines, with affiliates of all three webs repre- 
sented in the color-buying list, plus a number of major independents, according to 
Seven Arts' director of operations Herbert Richek. 

About half of the Warner Bros, and 20th-Fox features offered by Seven Arts 
are available in color, a total of 126. Costs of color printing, which are higher than 
costs for b&w feature prints, are passed along to stations, but there's been a steady 
trend toward reducing the price as demand increased. 

Color feature movies, a basic item in program buys of color-minded spot 
advertisers, will be the subject of a forthcoming report in sponsor. 



Syndicated off-network reruns are attracting some blue-chip spot buyers. 

A good example of this is the rerun in New York of Naked City, the onetime 
ABC TV series, on WPIX. 

A month before the show's 18 September debut, all availabilities were sold. 
This is the client roster: 

Chunky Chocolate, Campbell Soup, Procter & Gamble (Duncan Hines; Salvo; 
Duz), Gold Seal (Snowy Bleach; Glass Wax), El Producto Cigar; Pepperidge Farm 
(now a Campbell Soup offshoot), Miles Labs (Alka-Seltzer). 

The situation's by no means unique to independent WPIX, with many top 
syndicated rerun properties from Four Star, Warner Bros., Screen Gems, MCA- 
Revue and others attracting spot buys from tv's giants. 



Specialized rep-consultant Roger Coleman has scored another radio coup. 

Coleman, who is concentrating on the fm field, has been named national rep 
for WHK-FM, Cleveland, of which Jack Thayer is general manager. 

WHK-FM, interestingly, is part of the Metromedia station group, one of the 
country's major broadcast operations (for other news of sales rep activities in- 
volving Metromedia, see Sponsor-Scope, this issue.). 
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WBEN-TV 

serves a great 
community with 
a great public 
service effort 



Three-million-plus people in WBEN-TV's cov- 
erage area offer a challenging composite of 
diverse interests and backgrounds. 

WBEN-TV meets this challenge by a continu- 
ing creative effort in developing public service 
programs that satisfy all interests — that enter- 
tain as well as inform. 

During the past months WBEN-TV cameras 
focused on the installation of the Buffalo Dio- 
cese's new bishop, recorded five documentaries 
on cancer at famed Roswell Park Memorial 
Institute, caught the action of the Ail-American 
Bowling Team battling Buffalo's top bowling 
five during the ABC Tournament, brought new 



insight to area viewers on their rights and obli- 
gations under the law in "The Law and You" 
series that again won the top State Bar award, 
and captured the gaiety and color of the Chopin 
Society's beautiful choral music and exciting 
Polish dances. 

Religion, medicine, sports, the lively arts — all 
are in range of WBEN-TV's production facili- 
ties, mobile remote unit and enterprising staff. 

That's why, in this great market — extending 
from northwestern Pennsylvania to the Cana- 
dian Niagara Peninsula — pioneer WBEN-TV 
retains its unsurpassed audience loyalty. 



Nitioiillf feprestitet ij Himmtoi, Rittiter t Pirsons 

WBEN-TV 

The Buffalo Evening News Station 



CH. 

CBS In Buffalo 




SOR '_» J.HMJ \IBH» I'.Ul.l 




Say "new"— when you say "KTVI"! Simple fact: KTVI leads in offering new 
programs to the St. Louis audience this fall. Start with the new ABC line-up. 
Add KTVI's new programming. Include the continuing successful local leaders— 
Steve Allen. Divorce Court, Chiller Theatre, True Adventure, etc. And all launched 
with a fresh, new promotion campaign that's got the whole 
town talking. When you think of St. Louis, think of the station 
creating the most excitement '*TK.,xXr~ FHM""^ "^BL ^WtT *d 




St. Louis 
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Gardner eiecs Tom Pellegrino (left), Alitalia account man, and Weymouth Symmes, media director 



ALITALIA GOES STEREO 



is the biggest buy on a per- hoar cost to a client. 

ever made on fm in the United Stoles" 




T 



irr sin \ki.it is AhnaiuU'f Sm.il- 
lens, |r. deft) station director of 
WABC-FM, New York, tlx- VBC- 
owned tin stereo outlet. 

Smallcns was discussim; tlu' up- 
coming 13-week series ol vveokh 
orchestral contorts to Bo stcreocast 
live, starting 27 Scptcinher, from 
9J)3 to 10 P.M. 

Tlie series will he sponsored In 
MiLiIta. the Italian National \ir- 
linos, and will headline the Mitali.i 
Symphony Orchestra with Donulas 
Browniim as host. (Tlie " Vlitalia 
Symphony Orchestra" is really 
ABC's onetime Kirestnne S\ inphon\ 
Orchestra, the "house symphony. 

The aiiencv. Gardner Vthertis- 
inil. and the fm station, rcnard the 
deal as a momentous one. pointing 
out that the series will olfer Im 
listeners "an opportunity to evperi- 
ence fm stereo with a realism and 
hrilli.mee never hefore heard in 
New York " 

SPONSOR sMMfMHH* l!U, t 



Wh.it prompted Cirdiicr to make 
this hn\, worth SID.tXM) per show ' 

Both Weymouth Sv mines, liiedi.i 
director, and Tom Pelleumm. ac- 
count executive, it is reason. llile 
to ass i ii ih" I rot ii all survey s av ail. i Me 
and from inloriii it u m received from 
various t in stations that the profile 
of the fm listener parallels th.it of 
the overseas traveler insol ir is in- 
come, education and travel 

The profile of the U \ H( I'M 
listener reveals him to Im- largely 
college-educated «M ( IM (In- 

upper Brackets. Over of the 

listeners are cvctnlives. doctors 
lawvers. dentists, euuiueers and 
other professional and senli pro- 
lessional people. 

\Uei)cv executives also note that 
Because the program will In- live 
and the orchestra tailed the \htalia 
Svmphoiiv the c. imp. nun "presents 
m.uiv inert liaiulisinu opportunities " 

i nttnfnd 



Passers-by admire Rome's famed Trevi Fountain, one of the many tourist sights singled out in Alitalia's upcoming commercials on WABC-FM 



ALITALIA continued 

Unquestionably, Alitalia will he 
getting an upper-trust listening au- 
dience. "Fm today is playing to the 
highest common denominator," 
Smallens, son of the distinguished 
symphony conductor, observes. 
Furthermore, the orchestra is look- 
ing forward to fm stereo playing, 
more so than it did On television. 
Stereo is pure sound' anil in this 
series we expect to produce the 
ultimate in sound." 

Smallens claims there's been a 
resurgence in concert music "and it 
is indeed a healthy sign." The fact 
that ABC network's top echelon is 
solidly behind the fm station, is a 
strong backstop. "Realistically, it 
would cost 4 J 0,000 per hour to put 
the Alitalia Symphony Orchestra 
on the air," Smallens observes. The 
airline, obv iously, is not paying this 
sum to present the stereo series. 
The burnt of the tab, fortunately 
is being picked up by ABC. 

Ml commercials on the show will 
he live and the agency is giving the 
station a free hand to schedule 
commercials as if sees fit. "Alitalia 



is artistically oriented on this show," 
Smallens says proudly. "And all of 
us are confident that Alitalia will 
get 90% of the fm stereo audience 
in New York." 

On the subject of fm audience, 
Smallens has this to say: 

"You don't buy fm on ratings be- 
cause of the specific nature of your 
audience. Yon buy programing — 
-and if you are prov iding the right 
kind of programing — ultimately you 
will be providing the ratings. We 
are not aiming to make the station a 
spot carrier. Our entire sales ap- 
proach is based on the sale of pro- 
grams." 

The full production resources of 
the station will be behind the up- 
coming symphonic series. Ira Mari- 
on, a highly regarded scripter, will 
be the writer-producer of the Ali- 
talia series. Smallens will In- execu- 
tive producer. Murri Barber will 
be the director. The engineer will 
be Bill Sandreuter. The technical 
consultant will be Al Weintraub, 
head of the Bell Sound Lab, from 
whence the weekly concerts will 
emanate 1 . 

The stereo-voiced series marks 



Alitalia's first active participation in 
a live show. To date it has been pri- 
marily involved in sponsoring re- 
corded and taped shows both on 
English speaking and foreign lan- 
guage outlets in the United States. 

Alitalia's present broadcast bud- 
get is in the region of 8106,000, a 
considerable increase over what 
was spent last year. Radio is getting 
approximately SS4.000; television, 
832,000. About 10% of Alitalia's 
all-media budget is allocated to 
radio television. 

Currently, Alitalia is heard on 
W'CBS, New York on the Bob Max- 
well Slwtc with daily five-minute 
segments promoting the airline's 
various destinations. The schedule 
calls for eight-week campaigns in 
the spring and a similar run in the 
fall. 

The Italian airline also has been 
active in television in the metro- 
politan area. In 1060 it sponsored 
the annual Macy's fall fashion show 
with Celeste Holm as mistress of 
ceremonies over WNBC-TV. A sim- 
ilar program was presented over 
WNBC-TV in 1961 with Carol Knox 
and Tex Antoine. This year, Alitalia 
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ASNCLXf.* . *ay. nara'i a -alfd a R and trip r o' fnra* t irarl r.a aaar 

**JG dollar* to lur yr tai.*a« * in Wjl . d» ' i a trip lo bttfc 

t*0*l at Wail • U>-*aattdr * I allta.la, that'* IBr Italia* air 

Una, Jata )Ou to Tr i v la ajiij tut |» | [ a|y 0 .art Call a* I t 

In advanra and ar'U bo » you 'Into a gr up f IU pa p a alio tlallar 
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For the overseas traveler 

l*rh,ut«* ii n« liiif will Itf ftilltiwt d in r.itlit> ittninu rt 1.1K in-iiitt il l>> .imm> tfipswritir 
Kolwrf ('Itri*b't»l»rr\ Jr. for \lit.ili.i S\ inplioin Onlitstr.i •.pmiwirsliip tut r \\ \iUM-\l 



sponsored the .\liC TV coverage 
of the coronation <rl Pope Paul VI. 

Alitalia is also heard on Italian 
radio programs in 15 American 
cities with Roberto Stampa as lio.st. 
This is a 10-mimite taptnl program. 
•Supervising all of tire airline's ad- 
vertising is Marco Cicero, advertis- 
inv; manager of Alitalia. 

Among the merchandising items 
under consideration in connection 
with Alitalia's sponsorship of the fin 
stereo hroadcast series are easel- 
hack mounted photos of the Alitalia 
Symphony Orchestra for distribu- 
tion to leading travel and resort 
agents and. perhaps, a self-liqui- 
dating recording of notable sclec- 
I turns by the orchestra. Additional 
promotional and merchandising 
plans for Alitalia are if) the hopper 
at the agency. 

"Yon will notice that in all of our 
broadcast time purchases, we tr\ 
to reach a quality audience.'" 
Mleurino says. "Coupled with our 
print buys, hroadcast lends flexibil- 
ity and immediacy. Broadcast is 
Wry effective in promo ting destina- 
tions, schedules and. in some eases, 
packaged tours." ^ 




Scene of promotional activities 

■\lit«ili.i\ 1'iflli MrMiir. V ^ . tuku tilfiic — .1 It . ilium .ittr.ii In 11 .ilnni; 1 I i.iiii 
i«'lfl>r.itf<l \tri t t — will lit-lp to proinolt >pt>riMir s m \\ fin li\t nlr nlt ifnmrt 
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itwarKettng swings trim new tmngs 
it's not "how good is it"? 
But "how old is it"? 
That clinches ad battle 




Where trie 



Gj-orce Washington Hill — re- 
member him? 
When the Revson brothers were 
still in short pants, GWH was ter- 
rorizing the ablest citizens along 
ad row. 

Like a lot of people, Hill had a 
theory about selling. Every ad ses- 



NEW NATIONAL 


AND REGIONAL SPOT TV 


ADVERTISERS first quarter. 1963 


MANUFACTURER 


NEW PRODUCT/SERVICE 


Helenc Curtis 


Secure deodorant 


American Home Products 


Dircxin 


Helene Curtis 


Color Essence haircolor 


Albert-Culver 


Subdue shampoo 


Helene Curtis 


Bright Idea haircolor 


Anicr. Shower Door 


Shower doors 


Cheseborough-Ponds 


Aziza eve cosmetic 


Annabclle Candy 


candy 


Chemical Products 


Kleenmaster ice remover 


James Austin 


Austin bleach 


Carey Salt 


Carey food products 


Aero Appliances 


Magna-Tenna 


Conrad Chemical 


Majic Mist oven cleaner 


Anu r. Sugar 


Sunny Cane sugar 


Dell Publishing 


Amer. Heritage books 


Anheuser-Busch 


Michelob beer 


E. C. Dewitt 


antibiotic powder spray 


Bristol-Myers 


Fitch shampoo 


Dymo Industries 


Dymo labclmaker 


Hata Shoe 


shoes 


De Kalb Ag. Assoc. 


cotton seed 


Borden 


dehydrated potatoes 


Dietene 


Country Oven custard mix 


BisM-H 


Bisscll oven cleaner 


Dow Chemical 


Handi sandwich bags 


Bison Airlines 


travel 


Dow Chemical 


Dow ov en cleaner 


Brauer Bros. 


Paradise Kitten shoes 


Dow Chemical 


crab grass killer 


John Rreck 


Tender Glow shampoo 


Farmers' Cotton 


fertilizers 


E. J. Brach 


Brach candy 


Faweett Pub. 


magazines 


Borden 


instant coffee 


42-Prodncts 


Sho-Curl hairset 


Colgate Palintilive 


Dennassage 


Gillette 


White Rain hairspray 


Colgate I'almolivc 


Cleopatra soap 


Heritage House 


lawn products 


Colgate Palmolke 


Tidy Toys hath oil 


Ingrains Food 


sauces 


Colgate I'almolivc 


Goddess soap 


Imperial Tobacco 


Canft?o cigarettes 


Chrmw.t\ Corp. 


Twinkle Tone nail polish 


landrain sausage 


meat prodnets 


( '.oiandaigiia 


Gold Label wine 


Kendall 


Fling hosiery 



NEW money's coming from 



much tlte vmic way. While account 
c\ecs' and admen (|ii:iilc(l. Hill 
would pidl out pack after pack of 
Lnckies, slam tticui down mi tlie 
table \\ itlt i'iu-sTi.tppiim vtiyir, uteau- 
wliile set vNinthi",: 

"ToIkuto, Reiitlcltten, tobacco. 
That's w li.it it's all about 

I) was a nice, simple icU'.i. It 



made <i lot tif itti >«t(-\ lint would 
it work tnd.i\ ? 

Apparent l\ nut. t'nr si mic ol the 
|]il»i;est corpoiat ions — including tin- 
toliacco giants — ( 1 k' p,i\iill now 
comes out ol new products. Iicav il\ 
air-sold. Makiinj more people hu\ 
one jjtiotl article just doesn't woik 
am longer In tile megaton atjc nl 



(narketiny. e\ er mi reasum inrpn 
late profits conic <nil\ thrombi an 
cver-cjilar",eil exile o| new thiuus, 
and new brands on old tilings 

Tin' elfeet ol tins ili.niiZe upon 
aiKertisinn, and especialK tin- use 
of broadcast media, lias lieen far 
reaching;. The spot imlustn lias 
benefited cliol'iuoiish . Network tel 

l finf irajf ft 



Lavi llc Labs 


\jx\ cllc cosmetics 


Nov-ina Chemical 


Noiriilii aftershave 




Lever 


Clinic shampoo 


Xarragaiisctt Brewing 


kruegcr ale 




Lever 


Dos e shampoo 


National Airlines 


tra\ el 




Lev IT 


(loldcn Ladle dinners 


Oconto llresvcry 


Oconto beer 




William Loo 


Save The Baby products 


Porter-Cable Machine* 


power tools 




Little Puli. 


Popular Science magazine 


Plantation Chocolate 


Plantation candy 




Missouri Food 


jellies 


HrpuKlic Steel 


instil ot ioinil 




•h nli-y \- James 


Coldaid couch remedy 


A II. Rohiiw 


Kiilietussin couch ivrup 




|iail Pouch 


Mail Pouch tobacco 


Kc\ ere CnmerM 


tape recorders 




Meredith Pull 


Better Monies c\ Gardens 


Swift 


Vita Gro plantfood 




IfcCulloth 


nut board motors 


Swirl 


Sw irl clothing 




LtU Me.it 


meat products 


Sterling Urug 


Cam id 




M.icl.i Products 


ironing board covers 


Ssvit/erkilld Cheese 


cheese 




Motorist Mutual 


insurance 


Totino's Finer Foods 


foods 




Maiden 1'loiir 


so. biscuit corn meal 


Tliorolin-il 


Tborohred dngfnod 




Philip Morris 


Povtiin cigarettes 


V. S. Treasury 


saving bonds 




1'liilip Morris 


Personna blades 


l ulled Vintners 


Silver Satin ss iocs 




Philip Morris 


Saratago cigarettes 


I". I'ddH 


Sure Pine oil 




National Food 


feeds 


(). S. News & World Hi port 


magusino 




Norwich Pliannncnl 


Mr. Kngyme 


Virginia State Apple Comm. 


apple products 




Norrv Lalis 


Ovydcnt 


\ i-Jon Labs. 


Vi-Jon deodorant 




Non-lid L.ilis 


Allolcne cleansing cream 


\\'oolfi>lk Chiniicil 


agricultural chemicals 




National Biscuit 


Hose foods 


VV. 1*. ^ mint; 


Warm I'p 




National Biscuit 


Millbrook cakes 


Soi tic t:. Bonsusteii ivB 







NEW MONEY continued 

(.•vision bus been reshaped, partially 
to meet these needs. For media 
and marketing specialists, the suc- 
cessful launching of a new product 
has become one of the most import- 
ant facets of campaign strategy. 
Why? 

Look at last year's sales figures. 
Plot ter & Gamble made over fi()% 
of all its sales out of products 
launched since World War II. Corn- 
ing Glass, 25* r: S. C. Johnson, 50%; 
General Foods, 20%; Campbell 
Soup, 33%; Bristol-Myers, 60%— 
thus nearly every major advertiser 
today is spending heavily to pro- 
mote new products. 

Is it only the giants who play die 
new-thing game? 

Keeping an eye on the field, alert 
admen, reps and net salesmen look 
mostly to big, diversified manufac- 
turers. It's true that the brand-new 
company with a brand-new product 
is i\ likely broadcast prospect — a 
fact that's confirmed by the ad 
schedule of shows like Today and 
Tonight. (Sec spovsoh, 19 August, 
I'. 29) Hut most new money is most 
likely to come from established 
companies which are adding to 
their existing lines. 

In recent months, for example,, 
there's been considerable trade in- 
terest in: 

I I'irC getting into the disposable- 
diaper business, via its Charman 
Paper snhsidiavtj. 

y Bayer Labs, of Chicago, whose 
Il-A fmirfix has been augmented by 
a new deadoraut. Halt, and an af- 
tershave, Hark. 

► DuPont, which has a new bleach 
in test markets. 

y Proctor Appliances, with a min- 
iaturized laundry-drier, 
y Armstrong Cork, which took its 
One Step Floor Wax from eastern 
testing and into national marketing. 

When a big company launches a 
new product, the budget signifi- 
cance is twofold. There's firstly the 
new ail money itself, anil then tin 
probability thai if the product goes;, 
it will spark counter-budgeting In 
established brands. Result is a bin- 
der broadcast bill all around. 

The success of Leonard Lavin 
and the \lhcrto-Cul vei Company 
is an oft-cited example of dramatic 
launcliiuu. It's no secret that when 
\-C enters a new field, its ultimate 

■M) 



advertising objective is a tv budget 
which is at least as big as the leader 
of the field. 

What's not so widely appreciated 
is that even though A-C is an extra- 
vagant advertiser, its campaigns 
must fulfill precise marketing ob- 
jectives set beforehand. 

Thus, when VO-5 Shampoo was 
hiuncbed, its three goals were to 
capture 1.0% of the market for the 
first year and 20% the second; to 
make the Sl-size the most popular, 
and to help increase the total size 
of the market by 10%. These aims 
were fulfilled, and more, solely 
through broadcast advertising. 

The regenerative effect of a suc- 
cessful new-brand launch is well 
illustrated by another A-C success. 
Here's how Barton Cummings, pres- 
ident of Compton, describes it: 

"Two years ago the woman's hair 
spray business was in the doldrums. 
Shelves were glutted with cheap 
brands and most of the major na- 
tional brands were so busy fighting 
each other with trade deals and 
price-off packages that the category 
was suffering from under-advertis- 
ing. 

"At this seemingly unpropitious 
time, a marketer with vision and 
guts introduced a new hair spray 
under an established name. It was 
a fine product and it was backed by 
the most powerful advertising cam- 
paign ever put behind a brand in 
this product category. 

"In a matter of months it was the 
leading seller; at the end of a year 
it had 20% of the market. At the 
same time, the entire category took 
on ii new life anil the market for 
hair spravs expanded bv almost 
50%." 

As with VO-5 Shampoo, the hair 
spray was set at a relatively high 
price. Cummings points out that 
both these case-histories prove that 
having the lowest retail price need 
not he the determining factor in 
making a sale. 

In both cases, the quality of the 
product and weight of the advertis- 
ing were made possible by sound 
pricing. Cummings says "what 
would have happened had tile 
brand entered the market lo com- 
pete on a price basis with no more 
than competitive quality anil a 
meager advertising budget, we be- 
lieve, is obvious." 



Of course, Alberto-Culver is no 
exception in setting up its market- 
ing objectives. Every sophisticated 
advertiser does the same. How to 
arrive at these yardsticks is, prob- 
ably, the heart <»nd substance of the 
continuing controversy over meas- 
urement of ad effectiveness. 

In discussing how to set corpo- 
rate criteria for new-product per- 
formance, the first essential is to de- 
fine a new product. The question is 
answered by Gilbert Miles, mana- 
ger of the creative packaging de- 
partment of Colgate Palmolive. 

Miles says "1 like to think of new 
products upon three levels with re- 
spect to degrees of novelty: 

"One — Products which arc new 
in brand name and package appear- 
ance only. 

"Two — Products which perform 
an existing service in some new 
way, and, 

"Three — Products which perform 
a new, hitherto unimportant service. 

"According to my way of thinking 
the largest percentage of marketing 
successes in the field of consumer 
goods must always come from the 
second group. 

"It is here that we find the im- 
proved detergent, the better pair of 
pliers, the new filter tip, the supe- 
rior cake-mix, the improved refrig- 
erator." 

The new filter cigarette, however, 
may well prove to be rough smok- 
ing. It's in the test market that the 
manufacturer discovers the bugs, if 
any, in his new product. 

According to the experts, the im- 
portance of test marketing can't he 
put too strongly. Dr. Perbam Nahfl 
staff economist of the Burnett agen- 
cy, describes it by saying "You get 
data both for the test product anil 
competing products on displays, 
deals, promotions, distribution and 
out of stock, shelf facings and so on. 

"You can find nut whether the 
trade accepts your product enthu- 
siastically, merely tolerates it, or 
will not slock it — the test market is 
like a rehearsal. The factors studied 
earlier are very likely to operate 
somewhat different ly and less har- 
moniously than we might have ex- 
pected in the environment of the 
market place. As the psychologists 
are fond of saying, 'the whole is 
greater than the sum of its parts.'" 
amtifiutil <m pane 41 
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An 

exclusive SPONSOR 
interview: 

Weaver 

on 
UHF 




W hen S> lve-ter I,. **l*at" \\ eyt er \su- pro- 
graming c/.ar ;it MJ(!. tv ua* "rowing 
a pare. It was an rra of «*n*Hl phv-iral ex- 
pansion. Stations were hoin« -titehed 
together into the fir- 1 real national audio- 
visjial network,*, and ad\ erti-er- enjoyed 
delirious sneee.*«« with new w;iv> of »elliii|£. 

1 1 as the primeval -team died down? 
Weaver, now head of Mc( !aiui-Krirk»oii 
International. I»elie\e> t\ i- in lempnrarv 
(lnldciiiiir>. lint In- sees a new e\plo»iou of 
performing and marketing talent ahead, 
in the creation of new major-market net- 
works utilizing the nltra-hi«:h-fre<piriir\ 
speetrnfii. Hi- hope* arc outlined in thi* 
second part of a tape-recorded inter* irw :. 

n/n u. I 
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WEAVER continued 



Advertisers need a new major- market network' 



Q: You obviously attach a (treat 
deal of importance to the often* 
iitg-np of the spectrum via the 
u*$. How will this development 
occur? 

A: Yon hot I do. The us, first of 
all, will be able to support a fourth 
network, and undoubtedly a fifth 
and sixth network. I'm speaking 
now particularly of a major-market 
network, which is extremely im- 
portant to major advertisers and 
major trademark advertisers: such 
a network will therefore be in direct 
entertainment competition. 

Q: Yon mean it ivill challenge, 
head-on. the existing networks? 

A: Yes, because it's an open form 
and because the time costs will be 
low and the money will be spent in 
programing rather than in the facili- 
ties. The ratio of money spent today 
for programing, versus time, is ut- 
terly reversed from the way it used 
to be when I was running things — 
it will be back to where you spent 
the money on the show, with the 
US, as you start over again in the 
major markets. 

So you'll have an entertainment 
operation that will develop into 
a direct competitor, undoubtedly 
fragmenting the audience of the 
present networks and causing no 
end of trouble — but, that's life. 

Q; Is this the only kind of ser- 
vice the ii s in'// give? 

A: There'll be another service 
which. I'm sure, will be oriented 
toward the cultural and information 
needs of at least more than half of 
our country. In other words, if you 
talk about majority tastes, 1 wotdd 
SUV that the majority of Americans 
today want programing of what we 
woidd call a "quality" nature. 

II \(in add the classical music 
lovers — and you can find bow many 
there are 1>\ taking the clinic: audi- 
ences- of \VOXM and WNYC -and 
otlier fine music stations, as well as 
U* sales — take that group, whieh'U 
i nn 25' i of your total homes, and 
add to that the hook-loving groups, 
and the so-called inforination- 



oriented people who read Time and 
Newsweek and so tin, and these are 
not parallel groups, they follow no 
ethnic or academic or income 
grouping, the demography is all 
mixed up. These are people, de- 
pending on their personality and 
the interaction of their personalities 
with the communications business. 
Yon add up cultural coverage, 



A man, & an era 
1934 

Writing, producing and selling 
for station K1.IJ, Los Angeles. 
To New York, when in . . . 

1935 

Weaver is hired by NBC to 
write and produce "Evening in 
Paris," sponsored by Bourjois 
Perfume. Thence^ to Y&R as 
producer of Fretl Allen show, 
becoming manager of agency's 
radio division. In . . . 

1938 

Aged only '50, Weaver is ad 
jji rector of American Tobacco, 
under titan George Washington 
Hill. The war, and another spell 
at XStiX, then . , . 

1949 

Head \>< NBC TV network: hoard 
chairman in 1955, Created: the 
magazine concept, with '"Today"; 
followed by "Home" ami 
'"Tonight"; the rotat.ing-.star 
system, in Colgate's "Comedy 
Hour"; the first tv Spectaculars 
and, in "Your Show of Shows," 
the Saturday-night slum which 
was death-knell of the inoviehousc 
neighborhood -run business. 

1959 

Head of McCaun-I"*i*iekson Int'l. 



and information orientation, people 
who like the legitimate theatre — 
who might' hate good music but like 
the theatre classics, Shakespeare, 
Shaw, Ibsen, the ancient theatre — 
people who like non-fiction, people 
who want to go places in the real 
world, see things, meet real people 
— not stories, not story-telling: Add 
all these together and that's more 1 



than half of all the people in the 
country. 

Q: Can these people be cap- 
tured by television? 

A : Everybody in the nation, unless 
he's handicapped in some way, can 
be gathered together for great en- 
tertainment events; wc know that 
from the cumulative audiences of 
some of our big comedy hits. It's 
hard to do in drama, but in comedy 
you can get a 99% cumulative audi- 
ence; virtually everybody will like 
part of the show if the form is open, 
like the old Comedy Hour form 
which started co-sponsored with 
General Motors and Colgate, and 
had several different comedians, in 
fact more than that, because wc had 
guest comedians, and the people 
who didn't like Dean Martin or 
Jerry Lewis would like Eddie Can- 
tor or Bob Hope. Put them alto- 
gether and you get 1(X)%. 

All right, that's one kind of peo- 
ple: when you move to a closed 
form like the Western even the 
most popular have a enmc that 
drops from the 99 to, like, 60 and as 
you go to a more targeted audience 
you get lower and lower on that 
service in terms of how many of 
your total audience are you reach- 
ing regularly. Certainly you reach 
99% of them with entertainment — 
I'm not saying that, when I say the 
majority of people in this country 
want quality service — I'm saying 
they want that in addition. 

Q: Surely this has been tried 
already? 

Obviously, when you ask 'why 
don't tluw watch the Chicago Sym- 
phony on Channel Five' instead of 
looking at Ed Sullivan and so forth, 
yon get into what has to be a very 
philosophical discussion about peo- 
ple and how many individuals each 
one of us is within himself and how 
it depends on his mood and what 
kind of a day we've bad and what 
kind of a day we're going to have 
and what time it is and what wedid 
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..Weaver says 

earlier ami wli.it we're going to iln 
later — ill these things iulliienee us. 

Ami. man) times, we don't want 
to do what we know is a more re- 
warding and groateV experience, 
anv more than we want to jump out 
of lull and do that 15 minutes' 
exercise that we know will make i is 
feel so good. We know what's Hood 
for us, and we even nuke ourselves 
onjox it when we do it. lint it is still 
a matter of discipline and matin it) 
and most of ns are not diseiplined 
nr mature and won t he toi a Ions; 
time, il ever. 

II It «•« lkt> u's afifii up isn't 
il mart' likely that, inslciiil of n 
ma jo r-m arkttt network, irlial 
icr'll lift is a pntlifi'rution of lift- 
imuuinolirrly - run imleormlrnl 
stations ? 

A: Yes, it could happen. Hut I'm 
sure there .ire a number of us — not 
just me — who have 110 intention of 
letting that happen. In this country, 
problem-solving and reaction to de- 
velopments is a matter of private 
enterprise and ol competition. Now. 
when a nhf station opens up. if it s 
going to compete with the same old 
1 schlock material it's going to have 
1 a terribh dillicult time getting any- 
<*ne to advertise on it and in making 
good. 

I'm not saying th.it in tin- first in- 
stance they won't he trviitg to run 
free material because there'll he a 
ver\ difficult transition period for 
these stations, but tin*} should al- 
ready — and I've talked to some and 
1 know .some of them are — be think- 
inn ahead — the\ should be thinking 
of the plan, what is the plan? 

Are the) titling to be for the elite- 
coverage network, are the) going to 
tailor their programing to a point 
where the\ could ue\cr expect to 
get n ration of more than l"i or 20 
ever, becansi' t hex re not realb tiv- 
ing for the other stiilf? Are the) 
going to he a different kind of a 
service: if so. the) should be part 
of a grand design that makes sense 
aud that can be supported and 
eonttnmtl on i><i£c 12 




Aged 27. Weaver (3rd I.) hit stride as radio producer of Fred Allen's "Town Hall Tonight" 

GOLDEN DAYS, WHEN • . 

\s manager of Young \- Hnbicain's radio department in HKW. vnung l'at 
Weaver became part of a Index on era. "We had Mien. Jack Benin. 
Phil Hakcr. Hums \- Allen, and Kate Smith.** he recalls. 
Weaver's break canic after brief, unsuccessful space-salesman 
fling in Xcxv York, followed by stint of writing, producing 
and selling on KIIJ (newly bought In Cadillac salesman Don bee). 
Aged 2(>. Weaver came back to New York; secured job with NIK' through 
Thomas McAvity. then radio head of Lord & Thomas agcnc). 
Year Inter ho xvas with YAcK, producing Fred Mien's show. 
\llcir hated agencies, clients and networks indiscriminate!) ; 
Weaver kept them olf his hack and according to Mien. 
"At least made life bearable' Weaver's still a top radio-tv diplom.it. 



In early 50's, movies felt Saturday-night pinch when Sid Caesar took to television 
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Ghoul 



goldbug fo 




Tons of junk have been deposited on station from aroused viewers, most of il parodying Ghoulatdi's burlesque of a maniacal horror-movie host 





Role is still crazy but no longer is homicidal 

\fli r cail> Miecess on Slmel. Thenlii*, Ernie .Anderson lias also Mieeecdeil with inoft"- 
ililliiiilt rolo as zany l>nl inifrig;h titling Host featured on kill's etauptlv |>r«>jjratn 



No more photographers 

Exploitation ami lnercliaiulisinK of tv stnr 
sets frantie pace for promotion stalled 
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local admen 



Tv weirdo not only sells 
products but also creates 
new ones for teen market 



Iv Ci.kv i:i..vm>. you can liny sweat- 
sln'rts, ice cream, cola and Ikiiii- 
rairgers. And out of every nickel, 
dime and dollar that's spent, a frac- 
tion winds up In the coders ot 

fc'jw-TV. 

Tin* station isn t in t.he business 
of selling clothing or fmxl. Mut it is 
in the business of selling airtime 
and nurturing its own local air 
personalities. 

Because of one of those personal- 
ities, the Storer outlet has been 
dragged willy-nilly into a wild mer- 
chandising and exploitation joyride. 

It's local and national advertisers 
are directly allected. because a size- 
able chunk of the Cleveland t\ 
audience (appro.x. 1,330.(XX) AllH 
homes) is newly behaving in a most 
peculiar manner. 

The focus ol the disturbance is a 
thing called Choulardi. An ex- 
nnisic critic. ex-decjay, and success- 
ful free-lance commercial announ- 
cer, Choulardi has temporarily 
snined the body of 39-year-old 
Ernie Anderson. 

The result of tin's demoniac pos- 
session is that, in three separate 
time-periods, Choulardi" has in- 
creased WJW's ratings by J(XY~r 
and more. 

Further, tire entire city of Cleve- 
land is more or less familiar with 
and more or less nuts about him. 
Through a rare outburst of mass tv 
hysteria, Choulardi can undoubted- 
ly claim to be (temporarily) the 
best-known citizen in the nation's 
seventh-largest television market. 

His notoriety isn't because he has 
an overwhelming iW'r nunc fol- 
lowing. (He doesn't.) It's through 
two things: 

► The frantienllij nuifcrous loy- 
ally of kids and teenagers, general- 
lug n hydra-like growth of Choulardi 
f/in'/i.v and uuuu\eri\nvi 

► H\j\ier-t\ler1 mcrelutntlhing and 
promotion hy station's young (over- 
age oge .32) tiuumgement. 

Of course, it wonkl be entirely 
too ne.it if all concerned could sax 



"we told you so " Seven mouths 
ago the station began a fairly rou- 
tine type of late-night presentation. 
Cued by consistent results gained 
from science-fiction and macabre 
movies (sec Other Worlds. Srnvsoii 
1.3 May) the station slotted a Shock 
Theater package for 1 1 :30 p.m. Fri- 
il.ix s. 

Then, duplicating a practice 
which has become standard in 
maux markets, the Cleveland pro- 
grauiers looked around for a local- 
live host who could inject a trifle of 
novelty into some of the old films. 

On baud was Km it* Anderson — 
about as unlikely a choice as could 
be imagined. A veteran of radio and 
tv in Hhode Island, Troy N. V.. and 
three of Cleveland's own stations. 
Anderson was then combining 
booth work for WJW with a ht'ghlx" 
profitable ($2fi,(XX) annually) free- 
lance announcing career, lie has an 
excellent voice, modulated but with 
strong timbre, and this plus a re- 
assuringly conservative appearance 
have made him a long-term pitch- 
man for many of the area's biggest 
broadcast accounts. 

Master of humor 

However, behind Anderson's so- 
ber facade lurks the mind of a sub- 
tle and original humorist, and the 
technical crews of the station knew 
him as a master of inspired, off- 
limits foolery. 

To general manager bob Buch- 
anan noes the credit for seeing in 
these impromptu performances the 
genu of a horror- film host a la 
hurlesipie-KarloII. 

No one — ami Buchanan makes 
this disclaimer loudly — w.is pre- 
pared for the result 

The ABB report shows the inech- 
.oiieal change: from a 9 rating, the 
Friday night movie shot up to 20, 
and now is maintaining 23 and 24 
The station's inailiooni knows an- 
other dimension of this change: an 
average of -l.(XX) pieces of mail 
weekly: (its claimed) more than 
lTo.tXX) pieces to date. 



Further, much of this mail is not 
mere letter-writing. Choulardi has 
been inundated with ob|«-ts dart 
made by devotees The standing tv 
set for his weekday show of ulncb 
more later) is merely a bare studio 
floor on which has been piled ,i 
mountainous eollei tiuu of weird 
artifacts — football helmets with 
faucets screwi'd-iu. fake skeletons, 
one-stringed instruments called 
Choiilitars, rubber skulls — many of 
w hich represent hours of labor in 
manufacture. Through, over ami 
around all this floats the stooped, 
mantis-like figure of C. himself, 
complete with beard, third eye. and 
accompanied by a live raven named 
( Knard. 

Within a couple of weeks of 
Shock Theater's unveiling, station 
management realized it was in the 
situation of grubbing for potatoes 
and striking oil instead The prob- 
lem was bow to cap the gusher, 
and it was highlighted by the action 
of an eager promoter who rushed 
through an order of Choulardi 
sweatshirts, off-loaded them onto 
a downtown department store 
which, in turn, sold -out in one 
afternoon. Bob Buchanan promptly 
copyrighted the name, on behalf of 
Storer Television, and since then 
has kept legal counsel busv dealing 
with the affairs of Choulardi, 

Motivation was not to tapitah/c 
of commercial sidelines, but to pro- 
tect the station's air property Over- 
exposure ol Choulardi, by unauth- 
orized men hanch/ers. conci-iv abb 
could weaken the magic of name 
and personality 

Further, some of WJW's adver- 
tisers themselves now have ,i vested 
interest in the name. For exauiph 
Manners regional ilriv e-in (ham has 
created a drink named tlx Big 
Choulardi it thang(s inlor within 
the glass following a (■ aphorism 
"turn blue" winch now is a i.iteh- 
phrase for Cleveland vonth 

The pnlling-pow e r of the name is 

fl N/IT.ITK / 
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Ghoulardi's own secret formula. Weirdly wonderful. 
And made only by Manners. 16 ounces of delicious 
devilment. Makes you feel glad you're alive. 
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Payoff from nonsense is cash in the till 

Regional restaurant chain. Manners, is one of several sizable advertisers who've 
Itftrttiotfd flew Choulardi produets. Dolls', rinds and sweatshirts are upcoming 



Remember 
Zacherley? 

One of the first, and most pub- 
licized, of tv's monster-men? 

He's been resurrected by in- 
dependent station WPIX, New 
York. And, like Cleveland's 
Ghoulardi, Zach has taken over 
a children's show. 

He bowed this week as the 
Cool Ghoul, host of a new car- 
toon series, "Hercules." 

It's a far cry, in a sense, from 
John Zacherley's earlier tv stint 
in the 59's. He then showcased 
late-night shock movies for WOR- 
TV, another indie NY outlet. 

There was a good deal of pub- 
lic outrage at the time, when 
sick humor was a long way from 
becoming fashionable. But 
Zach's dexterity with brain op- 
erations, cooking spiders, and 
wrapping-up mummies also 
brought him some of the heavi- 
est fan mail a local personality 
has ever earned. 

Since then, Zacherley has 
toured with a successful caba- 
ret act, and plays straight roles 
in tv commercials. 
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GHOULARDI continued 

illustrated by the fact that the 35- 
COut drink sold 75 units at one res- 
taurant in the first hour on the mar- 
ket; at another location, 250 units 
between 8 a.m. and 1 p.m. first day 
on the market. The medium was 
point-of-purchasc only; no broad- 
cast promotion was needed. Several 
thousand units have been sold to 
date. 

Similarly, the S7-store Kroger 
chain last week became official 
headquarters for the (copyrighted) 
Ghoulardi sweatshirt. A first order 
of 30,000 has been manufactured; 
there are some expectations that 
more than one million will eventu- 
ally be sold. In what's now become 
normal practice, Storer w ill receive 
only a slight commission. Anderson, 
of course, gets his cut, and he esti- 
mates his total income this year will 
have doubled. But the main pur- 
pose of licensing from the station's 
viewpoint still is simply to try and 
keep control of a volatile situation. 

The Kroger sweatshirt, for ex- 
ample, is merely a traffic-builder for 
the store. The attraction for WJW 
is that, for the first time, the stores 
arc coming into tv, to the extent of 
SI 000 weekly. 

Success brings new problems, 
however. One of them is the dis- 
gruntled advertiser — that's to say, 
the good tv client who wants to get 
a part of a hot show and can't. 

With the late-night movie sold 
out, WJW's answer was to dust off 
a shelf of the more general-appeal 
celluloid veterans, re-title them 
with some audacity as Masterpiece 
Theater, and have Ghoulardi host 
them in early-evening time. Same 
reaction: Saturday's 6 to 7:30 p.m. 
ratings doubled, from 10 to 20. 

Follow ing the punter's principle 
of staying with a good thing, the 
station next dug out some aged one- 
reel comedies. Styled as Laurel, 
ChoulariU 6- Hardy, this Monday 
through Friday 5 to 5:30 p.m. show 
now attracts about half of all ARB 
sets-in-use for its period. Its success 
is the more remarkable in that the 
show was launched in the trough 
of the summer viewing depression. 

Fortunately for WJW, Ernie An- 
derson has proven to have a nnilti- 
laeeted talent, lies effected the 
switch from a late-night monster to 
continued on papc 41 
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Network landlords bite feeding hand, 
Miller Brewing's Ball charges 

Adman raps radio rate rise 



TO THE E0IT0R: 

You may find the attached article |ust a bit 
too provocative (or just a bit too dull 1 ) 
(or your use 

II not. however, feel tree to publish it The 
author <me) is getting |ust a bit fed up with 
media which bites the feeding hand 

Perhaps enough comments along this line 
from advertisers may help hold back the 
constant rate increases which various media 
groups pass along to the people who put them 
on the profit path 1 

Cordially. 
EDWARD G. BALL 
Director of Advertising 
Miller Brewing Co. 



Blt.l Fit km I was iinc of those- 
I iandv -Andys who could work 
wonders with a bucket of paint, ;> 
few scraps of luniher and a mind 
full ol imagination. Shentlv after 
signing a \ ear's lease on the simm 
side ol a somewhat run-down du- 
plex (he had his choice because the 
otlier side was vacant too), he gut 
the landlord's permission to "sort 
of fix things up." 

The walls of all six rooms not a 
liright new pastel treatment; the 
sculled tired woodwork was le'jn- 
ixcnatcd with a spanking coat ol 
varnish; Mrs. Fieksit was provided 
with a built-in corner hutch; the 
pihhish-ceille-ctiug alcove beneath 
tlic basement stuirs was transformed 
into a w ine cellar, and the basement 
itsell blossomed into a gav rumpus 
room, complete with bar and a 
brace of liar stools. 

The landlord looked oxer bill's 
handiwork and pmmptlv and 
proudh toured a prospective tenant 
through the renovated rooms. The 
prospect was so impressed he leased 
Ihe vacant part ol the duplex. Vnd 
II w landlord was so pleased with 
•vcrv thing he vowed to show his 
ippreciation in some fashion 01 
mother. 

And he ih'd. \\ ben Hill's lease ex- 
ifred. he raised the rent $.>0.()0 a 
nonth! 
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The landlord telt lie was com- 
pletely justified. Mtrr all, a place 
lixed op as well as Mill's command 
ed a Nit more rent than the decrepit 
diggings of a vear age>. besides, if 
bill didn't go for the hoost in rent, 
there wert' a lot ol other would-be 
tenants who'd he glail to pax tin- 
new prut*. 

I low did bill Fieksit react J About 
as veinel imagine. Clot sore as hell, 
and was tempted to move out, hx 
cept that it wouldn't solve anything, 
re-alb. Someone else would move in, 
and bill would have to start all over 
again somewhere else. So he de- 
cided to stav for a while, hut he 
pondered. "How ungrateful can vein 
yet?" 

Now then — 

Couple years back, the radio net- 
works were landlords ol a might) 
l nil-dow n property, Thex had 
trouble leasing out the plntv. and 
then* were more vacancies than 
tenants. What prospects there were 
could pick and choose to their 
heart's content, and when it came to 
horse-trading over the rental terms, 
the lessees won most ol the argn- 
inents because the lessor w as in 
poor position to haggle-. The net- 
work properties were too run down, 
and the overhead on all the vacan- 
cies had almost put them out ol 
the radio network business. 

bv and by. however, a couple ol 
solid tenants inns eel in on a luok-see 
basis. Prestige people like the brew - 
ers of Miller High Life, tin- kind ol 
national advertiser that anv network 
landlord would like in his duplex. 
In l!)fil. Miller took a short-teem 
lease on a small apartment on VB( 
Then thex rented larger quarters on 
the same network, signing up for a 
lull vear's lease. Villi in I'Jfi.]. Miller 
liked network living so much thex 
sinned another full-time lease, this 
lime on three radio networks. CMS 
and NBC as well as VBC 

The landlords were uiightv 
pleased with this occupancx . It 
added class to their propertv The 
Miller folks, along with other e* 
teemed national advertiser*, helped 



to .ittract other tenants Not tmlv 
that, hut the full-ve.u ri nt.ils en 
allied the networks to make some 
needed iuiprov ciiieuts, in program- 
ing and in alliliates 

The network piopertv began to 
boom. More and more tenants 
moved in, and the appalling, tostlv 
vacancies began to fill up \nd this, 
thanks cuiisitlerably to the ' bill 
Ficksits" like Miller anil other na- 
tional advertisers who saw the po- 
tential in the railio propertv. 

Was the landlord pleased J but 
ves! W as the landlord grateful' but 
no! 

Kxen now, with several months 
still to Ho on the current lease, the 
network landlords art' telling their 
old-time tenants, the vcrv people 
who lnciuglit them bat k from the 
brink of ohsinritv . that the rent will 
In- higher in 1W>I — consiilerablv 
higher, in radio terms. 

Thex 're saving in clfct t, "Look, 
this propertv- is worth a lot more 
than it was a vear or two ago. be- 
sides, other people are readv to 
move into vour quarters and pav 
our price." 

Sothev've told Miller and their 
other tenants .is well that the I'ltM 
rentals would be about 127 higher. 
In Miller's case, this amounts to .i 
boost of some $V).(KX) wlnth adds 
up to a lot of rent \nd that's from 
pist two of the radio networks \t 
this tune ol writing, the word 
w .isn't in from N BC ! 

What can Miller do- \\l,.,t will 
Miller do J It s a moot question Per- 
haps thcv'll swallow tin' increase for 
one more vear — ninth as Bill Fuksil 
did but thev won't be liappv about 
it. Vnil in time thev'll probahlv start 
talking to some other rental ag< nt. 

Vnd il all the otlu r t< uants dn the 
same thing, the network landlords 
will hke'lv be- m the- same sad pre- 
ehc.nnellt as was Bill Fn k,sit s l.md- 
leird being a h.melv guv with a 
bucke t e>f paint. Bill blithe Iv daubed 
all the- walls eif all the rooms with 
the- blackest paint In- etuild mix — 
and mov e'd out' ^ 
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ANOTHER VALUABLE 

ADVERTISING 
OPPORTUNITY 

ON WNBC-TV 

N EW YORK 



"PATHWAYS" 
, ROTATION j 
I PLAN I 



Delivers identifica- 
tion with five differ- 
ent pr i ze - wi n n i n g 
programs — and the 
chance of reaching 
an influential audi- 
ence at modest cost. 



HERE'S HOW THEY WORK 

YOU BUY a share in WNBC- 
TV's unique "Pathways" con- 
cept, which provides rotating 
participation in these widely 
varied prestige programs: 
"Youth Forum," "Direct Line," 
"Dialogue," "Recital Hall"-for 
$25,000 per year (less than 
$500 a week). 

YOU GET, each week, a min- 
ute institutional message in a 
different "Pathways" program 
and visual identification as a 
series subscriber at the begin- 
ning and end of all of them . . . 

. . . invaluable association with 
an entire group of opinion- 
molding informational and cul- 
tural programs. 



IT GIVES YOU MORE FOR 
YOUR TELEVISION DOLLAR 

Ask your WNBC-TV or NBC Spot Sales 
Representative for complete details. 



TIMEBUYER'S 
CORNER 



Media people: 
what they are doing 
and saying 



KSL-TV (Salt Lake City, Utah) presentation; The CBS affiliate recently 
held a scries of four luncheons for New York buyers in the Peters, 
Griffin', Woodward offices that city for showings of "Mormon Land" — 
slide market story. All buyers attending a show ing were given an album 
of selections by the Mormon Tabernacle Choir. Among the agency 
people present, the CORN EH saw Graham Hay, Compton; Jack Geller, 
Weiss is: Geller; Jim Watterson, Leniien is: Newell; Howard Tobias, 
Reach. McClintou; Boh Lazatera and Brad Littlcfiehl, D'Aicy; Bob 




WNBC'TV 



o 



NEW YORK 



Trio in Central Park & world's tallest tower 

Hep, buyer, and station man utilize New York's .Harden spot to watch WBIB-TV 
( ICno.w illc) presentation on new 1750-foot tower which will increase station's homes 
delivered an estimated 30%. L-r are Bob Ilorwitz, Avery- Knodcl a.e.: Joan Stark, 
supervisor spot broadeastinjl, Grey: and Ken Maxwell, station's national sales manager 

Anderson and Lloyd Harris, SSC&B; George Winn. Giinibimier. Jerry 
Ret tig and John Oliver, Grey; and Paul Roth, Kenyan 6c Eekhardt, 
New York buyer makes a move: Al Kalish is now with Ted Rates' 
Colgate group, bnjirtg for Code 10 (men's hair dressing in lube), Col- 
gate Dental Cream, and Palmolive Rapid Shave. Al was formerly with 
Gnnibinner, where he bought for such hard-to-spell aeounts as Tarcy- 
lon. Hoi -Tan cigars, Noilly Prat, and Cherry Kijnfa. He was with Foote, 
Cone cv Belding before that. 

News from Pennsylvania: David Williams has been named associate 
director ot the media department at Kclchum, MacLeod & Grove 
(Pittsburgh), lie was media manager at the agency. 
New York switch: Dick Schops is now a media buyer at Ogilvy. Benson 
cV Mather, w lie re he's been assigned to the Shell Oil (central region), 
and Tctlcy Tea accounts. Dick was a media buyer with Dancer- 
Fit/.gerald-Sample i>n Best Poods' Hellman's mayouaisc and Nucoa 
margarine. 

Prom north of the border: Prances Sandford, who was .supervisor of 

(Mease turn to pane AO) 
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PEOPLE-TESTED . . . "personality" radio that's 
dynamite in the Albuquerque area. Person-to-person 
KQEO, red-hot with New Mexico listeners and ad- 
vertisers alike . . . because it's program-proved with 
people. KQEO promises "bang-up" results — people 
who listen, like it . . . people who buy it, love it! 
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is 

PEOPLE-TESTED 




KRMG 
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PROGRAMING 

v 
i 

P 

is another 

reason why 
more advertisers 
are investing more 
dollars on WSUN 

Radio than at 
any time in our 
35 year history 

ONE OF THE NATION'S 
GREAT STATIONS 

WSUN 

5 KW 620 KC 
Broadcasting 24 hours daily! 
TAMPA— ST. PETERSBURG 

Get all the facts from 
Noll. »*p: VENARD, TORBET & McCONNELL 
S E R»p JAMES S AYE RS 



(continued from page 38) 



media services at Young 6c Rubicam, is now with Good is, Goldberg, 
So ron (Toronto) as assistant media buyer. 

Up and down the Coast: Lyn Gross, who was media director at Guild, 
Bascom 6c Bonfigli's San Francisco office, is now with the agency's 
Seattle office as media director on the Carling Brewing, Seattle Trust 
6c Savings Bank, and Pacific Northwest Bell Telephone accounts. 
Jerry Gilley, who was a member of the media department staff in the 
agency's Seattle office, has traveled southward to become associate 
■media director in the San Francisco office. 

Death reported: Marion Vilmiire, media buyer at Hal Stebbins, Inc. 
(I.os Angeles) and past president of the Advertising Women's Club of 
Los Angeles, died in St. Joseph's Hospital, Burbank, after a brief illness. 
Beach, McClinton (New York) department merger: Paul Keller, form- 
erly research director, has been named research and media director at 
the agency following a merger of the two departments. 
Texas agency revamps: Included in the revamping of the administra- 
tive staff of Goodwin, Danmnbaum, Littman 6c Wingfield (Houston) 
was Krin Holzhauser, who was tipped from t imr buyer to air media 
director. Krin is president (her second term) of the Houston Chapter 
American Women in Radio and Television. 

Detroit switch: James Dunn has joined La Rue 6c Cleveland as media 
director. He was with Ross Roy, Inc., same city. 



"TIMEBUYER'S 
CORNER 



Val Ritter: Every day, tossing away 



"Why isn't there more positive research sent out by the media rather 
than negative research? By that I mean, why don't stations stop 
trying to prove how much better they are than their competitors— and 
instead provide some useful information that the agencies can work 
with, such as basic data for comparing the different media? Every 
day I receive research data that 
is of no earthly use whatsoever— 
I toss it in the wastebasket." So 
says Val Ritter, media supervisor 
at Tatham-Laird (New York), who 
voices his complaint against this 
waste with a ready smile and the 
hope that media men will take his 
advice, stop comparing apples with 
oranges, and set up good standards 
for research pieces. Val, with 
Tatham-Laird four years, works on 
the American Home Products, 
Mennen, and Parade accounts; was 
previously media buyer on food and 
drug accounts at Cunningham & 
Walsh for two years; was a buyer 
at N.W.Ayer and Dancer-Fitzgerald- 
Sample before that. He began his 
career as a media analyst at the William Esty agency after graduation 
from Hofstra College (Long Island), where he majored in marketing. Val 
and his wife Priscilla and 16-month-old son Mark live in Glen Head, 
Long Island, New York, where Val spends much of his spare time 
working on do-it-yourself projects. 
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YOUR MAN IN THE 
TWIN CITIES! 

Your sales story never sounded so good, 
as it does spoken by — or supported by 
— WLOL's Big 5 personalities! Give your 
product an airwise salesman like this! 




What's Rennie got in the bag? Wake 
up music for one thing. And music to 
[keep 'em up and humming. Plus a big 
parade of WLOL news reporters . . . time 
signals, temperature, weather reports, 
the lowdown on highway conditions, right- 
from where they bite fishing tips, the 
morning edition of WLOL's exclusive AIR 
WATCH traffic reports . . . even timely 
reports on buses, planes and trains that 
(aren't on time. He also has in there the 
mewest Pulse, which shows a 4 months 
audience increase of 85%.* Why not tell 
Carson Rennie to take his foot off the 
bag and add your commercial to the Twin 
Cities' most popular a.m. radio show. 

pPollf — 7-9 a.m Sen D«. 1962 «. Mjr.-Aor. 1963. 




LARRY BENTSON, President 
"oyne 'R e d' Willioms, V.o Prtj A Gen. Mgr. 
Joe Floyd, Vict-Prtt. 

Represented by AM RADIO SALES 



A IZTEHj STATION 



NEW PRODUCTS 

I f 'ffitrimn'i/ from /'<(>;«• iO) 

The priiu.iiA reason lli.it spot t\ 
net* a Iumvn pi. in (rum new prod 
ni ts is tii.it ,i market In ni.iikii 
tniie-hminu ssstem allows nut |iist 
Heonraphieal selection, lint also dol 
Kir w eight inn* tli.it .in- couipt titi\e 
K 1i.iI.iih i ll in .ii t iiul w it 1 1 tin* 
c\cle\ of utlii'f liraiuls" (, imp. nuns 

Tin' example. Procter iV Camhlt's 

t\ success is sometimes thoughtless 

K dismissed as tin- crushing vielotv 
ol .in enormous hudget. 

It's true that w ith S»7 million, a 
hit (an lie dune, lint cnrelul auah 
sis of how the moiK'N s spent re\ «'als 
that I'AtC has a lot nunc on the hall 
than mere force 

In lOfil, three of I'MTs new prod- 
ni ts h.ul spot hiulgets which ranged 
limn around SI.HX).(XK) to S2.200. 
00(1. Hi 1 1 the a\ erage of dollars sprnt 
per spot market ranged from less 
than $9000 to more than $21, 0(H). 

In inaii> ol these markets, spend- 
ing of the three V\C hrands was 
equalled and frripicitth topped In 
smaller companies. In threi' more 
new -product launches during 15)01 , 
t\\C each time committed 100' J of 
the hudget to spot tv — lint look at 
the range: Stardust. S2S,.">00; Thrill. 
S.65.S00; Cain. SI 59,700. 

Size is f lilts onh a part ol the 
si'cret: the manner in which 
varies ad weight from product to 
product and market to market is an 
important part of their success. 

Success tells the story 
Since 70 r r of lWOs household 
volume tmla\ comes from new 
products, the importance of the 
hnudcast media in new -prodnt t 
launch in'.; is graphically illustrated 
In the company s n\ erw helming 
success. 

A sidelight on tins comes In (in 
management ptindits Uoo/-Alleu iN 
Hamilton, w ho once reportetl "Tfii 
lailure rate of new products diflers 
surprisingly little hetween indns 
tries, hut there' is a ureal difference 
in lailure rates helween coiup.inies 
This appears to he l.ngelv a relict - 
lion on the differences in iiiaiiagi 
incut effectiveness." 

Ma.\iuii/.ing that effectiveness ap- 
jiears to he joh that radio and t\ 
can accomplish with eiioriuotis im- 
pact. As the chart, page 2\ details, 
more than |(H) know n new products 



\\i if inliodiM id in tin lust tpi.nti r 
of this \< .u tin i mull spot ti I" msk u 
.done I'lifurtiuiat' h tlx ratlm m 
dilsliv can t coin.- ii|i w it I • smill ir 
I mm kkei'pm" hut tin res iinilnuht 
ill it i at ho .dsn pi. us tic uinlu iti 
lor .it least is m.m\ siualli r I'm d 

h. lilies 

Kill Dili e, tin' ( In Ills mil tin s ih s 
men si e e\e to i \i hm idi islmg is 
the greatest thing tit it ivm I up 
pi lied to the tiailiiu.uk .nhiitiser 
and i v er\ new piodm t his to 
make its iiiaik in the wmlil ^ 

"GHOULAROI" 

C imoriiK </ from jm i ><> 
a d. i\ time, surrealist ii eiiiuu with 
out showing simis nl sti.mi. 

Oddh enough, e.ich of Ins three 
current shows has a strong adult 
follow hm. Slunk Tlntiti r cnrrenth 
runs from 5fi' r lo'JI'f share during 
its I'' rid. iv night slot the hre.ikdowu 
is around MO.tMK) men. l.Vi.OOO 
women. 101,000 teens .mil (to the 
(lisniav of many parents I (d 2<>0 
children. 

IU comparison, the earh -e\ en inc. 
movie hosted h\ ( II i< inlani i on Sat- 
urday s also returns a halanceil anili- 
ence: from its-Wf share the hreak- 
down yields around fiT < H K) men 
M.000 women. KM.lt «) ! t , , . i, ! 
I3S.0O0 children. 

WJW's mailrivim has evohed its 
own techuii]iies for dealing with 
parcels ol dead goldfish and live 
hats; Anderson has no plans to 
r.illie.illv alter his relaxed stvlo of 
lis in vi. .ii ill the ('handier ol ("iiiu- 
inerce now signposts Cleveland as 

the home of ( .hnulardi." 

Buchanan \ iuilicated 
\ll in all. as some rather il.i/ed 
advertisers anil tinie-s.ilesnu u h.ne 
loiiuil. there's |iisti(n atmii fur Huh 
Hiicli.ui.ms gleitul 1 1. urn that in 
' "{ihoulanh has hecoiiu tin 
hottest local person ihtv in the na- 
tion 

(■ranted that the station h is hi i u 
hukv in finding a rare performer 
it's then gone on to deV i Ii p tin hi st 
showcase its technic i ins and di- 
rectors tan ileMsi H presi nt s\n- 
ilieation plans are Irnitfnl. other 
m.irki ts m.i\ have the ippoitimitv 
to siriitini/e a superior h h il pro- 
duction, tl the lesson |\ w i II learned, 
this t\ e\pertise should he trans- 
lated into the vn n e of iiiauv more 
advertiser* — with or without 
( .houlardi 0> 
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WEAVER STRONG FOR UHF 

{Continued from pane 33) 

where you can get your patrons and 
sponsors and work one way. 

Or, are they going to be part of 
tin* entertainment aspect, and if 
they are, their problems arc not to. 
use the fourth rc-rims of Maverick 
— which was a good show, I might 
say, but some of the others are less 
good — that isn't the way to really 
have any future or position com- 
mercially. 

They might be able to get hy, 
being a re-run relay point for a 
while when no-one really wants to 
buy them anyway because the sat- 
uration is too low — that may hap- 
pen. But there are certain directions 
in which they can really be support- 
ed by advertising money not now 
being spent in television, at least, 
not in this way. 

Q: Why is there any need for 
a major market net work by big 
trademark advertisers ? 

A: If you take a trademark brand 
that has a major television exposure 
— two or three minutes a week — it 
rims now, I think about two-million- 
two per minute, so that if you have 
three minutes a week you have six- 
million-six, which is quite a bit of 
money, and if you have six minutes 
a week or one hour, that's twelve 
or thirteen million — the actual 
need of the big trademark brands 
would be, after first national ex- 
posure, to move into the major mar- 
kets, the top forty wbere probably 
they will do seventy-five percent of 
their business anyway, and fight it 
out there for brand sharc-of-inarket 
in their category. 

The best way to win share-of- 
inarket for almost all categories is 
television, and if they could spend 
their money and pick up — instead 
of six minutes now — if they could 
take three minutes nationally and 
take the other three minutes and in- 
stead get six minutes in the top 
forty markets, or nine minutes, to 
have that extra power where they 
need it — they'll do it. There's no 
question about that. The only rea- 
son I was not able to do that pre- 
viously was not because it wasn't 
reach hut because there weren't 
enough stations to mount that kind 
of an operation. 

Q: U tin Id it he fair lit say lliat 
lhr> opening up of ihr h'js u ill be 



one of the great evolutionary 
steps? 

A: Oh, yes . . . they should have 
passed that law ten years ago. 

You described yourself 
once as an optimist about the 
general future of broadcasting? 

A: I'm an optimist about the gen- 
eral future. But the real, sad thing 
about communications is when the 
promise is not met, in a time like 
we're in. We have gone through 
this really complete revolution in 
society. The values we grew up 
with (at least for the older of us — 
and there's a whole new set of basic 
principles; where tilings like grad- 
ualism and scarcity — fundamentals 
that wc really based a whole way of 
life on) have gone. The one instru- 
ment that can save us is communi- 
cations, and the development of 
communications that can reach peo- 
ple, wake them up. change their 
minds, change them so that they ac- 
cept the drastic modification of 
what they believed before because 
it wasn't true, educate them into 
new modes of behavior and new 
ways of thinking and new processes 
of judgment, towards a more ma- 
ture and disciplined kind of indi- 
vidualism. 

Q: Why should television as- 
sume this burden? 

A: We should be leading this op- 
portunity around the world because 
we know the most about audio- 
visual impact on individuals. We've 
had the training, we really are the 
people who in movies and radio and 
in television do know this field; and 
yet, so much of the effort is siphon- 
ed off into material that in all too 
many cases is much too mediocre. 

We should be working out meth- 
ods and testing them and working 
on them for using television as a 
world-wide instrument not only of 
communications hut of teaching 
and of information-relaying and of 
making available to the whole 
world not only the total of man's 
knowledge — which we can do now; 
as they say. at the push of a button', 
at the speed of light, you can know 
anything or be present anywhere 
you want, if yon look ahead a few 
years to the satellite transmission 
system. 

I might say that this has been 
known to most of us at the planning 
level for fifteen years; Arthur 
Clarke's first diagram of this he 
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brought to me in 1949; the cartridge 
television system that was in the 
paper this week is something that % 
personally outlined to RCA in fifty- 
one as the shining center of the 
home that was to come, and that 
what we had to do was bring the 
people up so that when we got to 
where they were running in and " 
buying spools of cartridges and tak- 
ing it off the air that they'd want 
the opera and ballet and the visit 
to an art exhibit and history re- 
dramatized, and that sort of infor- 
mation and not just escape; that, 
too, but not just that. 

And we are in too many cases 
pressing too hard on just escape. 
Now, when you say 'what about the 
advertiser and the agency?', re- 
member we buy what's available. 
There are uses for us, when we go 
into print advertising, if we want to 
advertise in the Scientific American 
or the Reporter or US News or 
Newsweek or Time, we can do that 
. . . on television our ability is more 
limited. There is no program like 
Sports Afield is in printing, in spite 
of the fact I'm sure there are fifteen 
or twenty million fellows who'd be 
glad to look at it — in fact they'd 
probably pay money to go to the 
movies and see one show a quarter 
that covered the coming sports 
events. This is because we are in an 
audio-visual revolution and these 
things icill come. 

Q: Will the agency play a big- 
ger part in the programing of 
the future? 

A : There's place for the agency in 
programing and it will come back 
again because of the nature of what 
will happen. But I have not 
changed my name about who has 
to call the shots in this business; it 
has got to be the management of 
the audio-visual enterprise, whether 
it's called Paramount Pictures, Co- 
lumbia Broadcasting, or X. 

It cannot be McCann-Erickson or 
Young and Rubicam; it just won't 
work out that way. We are working 
for our clients and we will represent 
the views of our clients. Now, indi- 
vidually, many of us in the business 
will in addition try to do things that 
are good for the business and try 
to project things that together, 
somehow, we can get on the air. 
But the management is still the 
management — and they call the 
shots. ^ 
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COMMERCIAL 
CRITIQUE 



Trends, techniques new 
styles in radio/tv 
commercials are evaluated 
by industry leaders 



The secret ingredient off failure 



By LARRY MULLER 

Just look ;it the commercials. Lis- 
ten to tlx- messages. For every one 
lint delights untl sells von, or even 
interests you, liow main bore you 
sick — or even worse. get you so 
mgry tliat you swear you'll never 
buy tliat brand? 

Out of tin- more than KMXK) t\ 



Whom tin we think we're talking 
(n? 

Most commercials simply (lout 
t.ilk to people. Don't you net the 
feeling th. it they're either trying 
to sell to a bundle ol statistics (fe- 
male. 23.7 years old. 2.3 children, 
family income $7.fiS3) or to some 
kind ol simple-minded y uks who can 
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no 



GOOUYLAH 



Go Go Goodyear Commercial is Simple and Successful 

And it'% el«*.iii, ele;u ;i>id direct. It talks to people. T.dks to tliwii str.iintil 



oiiuuercials |iroduceil last year 
[>nly 150 of tliein were very good, 
[iccording (o Harry Stoddart's arti- 
cle on the American tv Comuiereials 
(Festival (m'iinsoii !) May). 
I The stoek answer to this, of 
rourse. is: sure, most commercials 
Mink. hut. hoy, do the\ sell mer- 
pkmdisi'! 

But do they ? 

\ recent house ad for V \V\ 
\yer points out that only one out 
if three commercials really sells the 
B«>ds. 

Why this fantastic waste? 

I'ndcrlying the sins of wordv 
1 writers, arty art directors, pass-the- 
'lick producers, quick-change com- 
nittees and play-it-safe plans 
wards is the secret ingredient of 
aihire. 

Contempt for people. 



lie huckstered out of their rent 
money? 

Fortunately for the future of our 
country, there are people out there 
in "Hadio and Television Land.' 
People, even as thee ami me. \ 
good many of them a good ileal 
smarter. (Of course, we all know 
this — hut win do so ni.un of us 
ait as it it weren't true- 1 . 

One hallmark of even good com- 
mercial you've ever written, pro- 
duced, sponsored or env ieil is that 
it talks to people in a hilicvahlc 
vv ay . 

Thi' good ones demonstrate that 
commercials can he simple without 
being simple-minded, hm don't 
need to he a Phi Mete to din tin- 
Co Co Coodve.ir stull or Cr.u ker 
Jack or O/.iin Hair Spray or Xerox. 
Cood commercials achieve belie*. 



ability hy talking straight To pro- 
pie. Not serving up the same tired 
1 1 ir i i it i l.i s. cr.uimiuig in 127 eopv 
points, or repeating and repeating 
until the iiiiiul pist turns oil 

\ud its not just a matter of tei h 
unpie. Or money. Tiki many mm- 
niercials, tricked out with ,i i .is I of 
thousands or inini'i ess.irv autina- 
tiou, electronic sound elleits and 
helicopter shots, give Vim the lei 1- 
itig there s less than meets the i-\e 

\gain and again i oiliuieri i.ils 
with extensive, expensive teih 
uiipies which look so good in the 
viewing riioiu hoinh out in the hv 
ing room 

\lld all too often the coiilmeri ials 
that get the highest laughs were not 
meant to he funny 

In one respect, though, run-of- 
the-mill tv commercials seem ah- 
solutely great when you compare 
tl it* in to today's radio commercials, 
For every Arthur Codfrey or Culh- 
gan Man spot then 1 are an incred- 
ihle inuuher of sponsors talking 
gibberish. 

The common denominator of all 
this wasted money, time and talent 
is that these commercials are di- 
rected at a mythical lowest common 
denominator of tin* audience. Anil 
the audience is getting pretty weary 
of waiting for the advertisers to 
come up to their lev el. 

Agencies and sponsors arise! Ur- 
du* first mi your block to advertise 
to people. Anil you'll he the first to 
leave your block for a villa in Villi- 
lies, a South Seas island — or would 
you preler to buy Manhattan'' ^ 



LARRY MULLER 




l-im Miillrr, \nv t'rc»ideiit 
ant) i»«Mi*iHti' errfltive dirt-ilor 
.It Stttlltt ">.' 1 li , itilfi%»t*» , arrncd 
there b» »a» o( MiC ,iiiii-t"rkV. 
son. f.rc« Id.rrti-anis liu and 
( lis 'I t'll**, ision Nome ol liis best 
friends lire people 
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News from nation's 
capital of special 
interest to admen 



itit The FCC should forget the did nostrums of program categories , and 

arbitrary limi ts_ on commercials , and instead cure broadcasting ill s 
with divers ity of c ontrol , and heavier doses of news to offset advertising. 

This is Cmr. Lee Loevinger's preference in dealing with two of the 
commission's toughest problems- Loevinger told the Association for Edu- 
cation in Journalism last week at its Nebraska convention, that program 
mediocrity and over-commercialism are symptoms of a graver blight. TV 
particularly suffers from concentration of control, lack of competition,, 
and a dearth of true journalism, he said. 

Journalism, by a "diversity of voices" is the one field where licensees 
have full right to claim immunity from regulation of entertainment and 
commercial programing, Loevinger believes. This is the basis of news- 
papers' "First Freedom" under the Constitution. 

Broadcasters should swing out journalistically, develop their own 
Broadcast News Association, and drop the AP, UPI news service crutches. 

■^"^ ^ e Public in general is satisfied with its t v entertainment , and 
" any effort at direct control of programing is not only wrong but 
fut i le , " Loevinger believes. 

By-passing the commercial program rating services here as discred- 
ited, Loevinger delved into other research, British and American, for 
proof that tv is accepted by viewers as a mass medium. For anyone to expect 
consistently high level in 2,000 programs devoured annually by viewers 
who want it almost around the clock is "simply foolish," he declared. 

Loevinger admits that egghead minorities have a basis for complaint 
that tv is not living up to its potentials — he, himself, prefers reading. 
Then he points out drily that not only the lowbrows but the elite who howl 
for uplift are found to prefer entertainment programs 9 to 1 over the infor- 
mational. But they all — literate, semi and illiterate — like news. 

■^-^ Loevi nger would leave the i ndividual broadcaster ' s programing domai n 

alone , but not the radio and tv services , which he considers a com- 
peti tive industry based on limite d number of privilege d licenses . 

He would attack concentration of control by revamping multiple own- 
ership standards. He would attack over-commercializing by requiring that 
commercial time be at least matched by news time. Crude as this is, he 
argues, it is better than arbitrary advertising limits. 

With antitrust fervor, Loevinger hopes dispersal of ownership will 
get first choice at the FCC over multiple owners, in spite of latter's 
programing know-how. He wants to bar any additional newspaper-broadcast 
dual ownership. He worries over danger of concentration by network and 
affiliate programing which dominates for all but 35 tv stations. 

Loevinger hopes that UHF will provide a base for diverse and competi- 
tive tv service that could provide the equivalent of radio's almost limit- 
less range of programing — everything from rock 'n' roll to Shakespeare. 
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States put $10.3 million in travel ads, 
but only $206,000 goes to radio & tv 



Tlii' nations 50 states will spend 
■omo $10.3 mill ton li>r tourist travel 
idvcrtising, promotion, and public 
cl.itious in IDO'i. The .iiiioimt is up 
i.S'f from \W2\ $«J.5 million. ao- 
Lrditig to Lung Advertising .md 
Marketing Publications in its 11)03 
)cvclt>l>w( nt Atltvrtixiua Hrpurth 
I'here's .1 bleak note in the report, 
lowovcr. I re mi tin- broadcasting 
ievv: nttlv one ol even iivv stall's 
Lses radio-tv iLiKcrtisiiin. with air 
tilings totaling hut $206\<XX). Of 
ho latter amount, one state. North 
Carolina, spends $1I0,(X)<) in air, 
h stand head and shoulders ahovv 
lie rest. 

The report- shims that tin 1 various 
t.ite development commissions 
lave a total ol $27.0 million to 
pond. Ol this, $1-1.2 million is ap- 
propriated fur tourist travel and 
uhistrial development advertising, 
uhlic relations, and promotion. 

When it comes to advertising for 
ndiistrial development, print media 
lave a complete monopoly. Tin' 
Will Street Journal, tliviiitrxs Week, 
ortune. Dun's Review, ami other 
miliar publications, plus a number 
>f newspapers are. virtually, the 
hiK ones rccoiviim industrial de- 
olopment advertising budgets. 

For tourist travel promotion, 
owevor, media choice is more 
.tried, though print maintains its 
trong position. Many states use 
cwspapers in (heir surrounding 
roas. plus occasional use of Xew 
ork newspapers, national m.ig.t- 
mos. regional editions of TV 
'■aide, and othi'r media. 

With the exception of North 
arolina. which makes broadcast 
icdi.i its major outlet exceeding 
rint. the other nine states devote 
nK pittances to radio and t\ New 
•rsey, for example, spends $3,000 
>r air time; Ccorgia. S15..XK); West 
irginia. SI 5.000; Michigan, not 
ported; Wisconsin. SS.100; Mis- 
Miri S3.(XX) ; Arkansds SIO.(HK); \\V 
Ifling. not reported; and Oregon. 
I2.0(X). 

It's not for a lack of funds cither, 
tate budgets for tourist travel and 



promotion are high in some eases 
I* in example: Florida's tourist truv 
el advertising-promotion budget is 
SI. 703.0 1 1. Hawaii's, for print 
media. $507,112; Virginia's. $1,050. 
(KM) for tWDvears; rventuckv "s. $101.- 
5SS. 

The major amounts, in addition 
In heavv use ol magazines and 
newspapers, go for booklets and 
brochures, audio-visual aids, etc. 
\ large aniiiunt also vines for admin- 
istration. 

W. Va. stays with 'Club' 

The West Virginia Department 
of Commerce, which last year "ex- 
perimented" lor the first time with 
network radio to promote tourism, 
returns to UK' H.ulin to sponsor 
Hrcfikfitxt Club for the second con- 
secutive year. 

llnlett C. Smith, commissioner of 
the West Virginia Department of 
Commerce, said: "We feel that 
commercial messages on Hretikfa.\l 



( luh pl.ived an important part m 
the iiv era II sill x ess ol ti mi 1st n m 1 1 li- 
st. ite last v e.o 

West Villain. i will an its tail 
tomisin campaign on MM (odav 
J i through -I Oi toiler, and also 
com hit I a spiiu^ i amp. ii-^ii on 
lircnkfii\l ( luh in \pril \l.i\ and 
Julie v highlight ol the I. ill i am 
palgli vvill be liri-ilkfil\t (lull's 
broadcast mi; lor one wei k clip-ilK 

I n il II West Virginia's ( •leellhl HT re 

sort in White Sulplmi Spurn's 

Mattel aids competitors 
by licensing 'tv stars' 

Mattel, Inc., which recentlv sold 
licensing rights to three more com- 
panics to produce items related to 
its owned characters, Icels sm h 
merchandising is big business, es- 
pecially since ni.inv ol them aie 
also animated tv personalities. 

The fox manufacturer cnrrentlv 
lias about 2 l > c ompanics in its licen- 
sing network, manufacturing more 
than 175 items, ninny of which are 
related to well-known fictional tv 
sf.irs Mattv Mattel, Sister Belle, 
D. j (Dishonest John, and He,in% 
ami Cecil. 

The characters — as well as the 




Koepplinger Baking rises to occasion 

Koeppliimer U.ikinu. Plod mil «I»»lnl"rti>r fir Until 1 Hr< r. I t\ 

for (In- Krsl tiim- with .i linir-mtk spot i u p u in <u k\\v i^t n li I 
\»lilill w.iv tim.il (i> (.riiliiuli- \\>tl> vlicxil \ t iuii ii il lis vii. |ui \ r\ 
Cll»p.lii!li m.is kuknl n'l at station pirlx ,iltn il. I In I r \ri Is 
ii >i-n li.i m 1 i^i n u milr ImiiiIi I- ran I k\V\-l\ s ili-s r< p III I >i ti I 
.iiul li.ikrn pn-s. (,us Kin ppliuurr ,i iikiii! i tin rs ii I i I dm'r vilis- 
ill. in was .ippristtl of tiim-s tin spnls v\i il I lir br«>ul -l kits • lt« dm 
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to> clolls of the characters — are 
Mattel's, but company does give 
rights to manufacture related items 
.such as sweaters, pajamas, pools, 
play balls, etc., using the character's 
name and image. Many characters 
appearing on tv are also sold as 
toys hut Mattel was one of the first 
and is tltr largest company to own 
and merchandise its own characters. 

Some of the big companies mer- 
chandising tv characters: Screen 
Gems ( I Ianna-Barbera characters), 
Licensing Corp. of America ( Dohie 
Gillh; The Rifleman, Bnlluinkle), 
Weston Merchandising (Dr. Kil- 
dare, Polly Duke, Mr. South), 
JAC (Lucy, Boi Casey. My Favor- 
ite Martian). 

Mattel's characters all draw large 
kiddie audiences. This is one secret 
to great demand to merchandise 
items. Steven Markelson, vice pres- 
ident ol Pressman Toy Co., one ol 
the 29 which manufactures items 
related to Beany and Cecil, says: 
"There's no question about the fact 
that tv made Beany and Cecil and 
also makes our sales. If the ratings 
went way down on the program, 
chances are we'd drop the product 
as there would be a sharp customer 
reaction." (Pressman makes Beany 
and Cecil peg chest, ring toss game, 
toy chest, blackboard, bean bag 
game, pull-peg pounder, finger 
paint set, anil skill ball game. ) 

Many of Mattel's dolls that are 
not characters on t\' shows, such 
as Barbie, Ken, and Chatty Cathy, 
and many other toys, are advertised 
on tv, however. 



Mass communications data 

Fflorts of the Television Bureau 
of Advertising to spur new basic 
research in mass communications 
moved another step last week with 
die publication of Television and 
1 1 union Behavior by Appleton-Cen- 
tnry-Crofts. 

The book contains complete de- 
tails of IS research plans selected 
for prizes by the Governing Com- 
mittee under the aegis" of TvB. The 
w inners were originally announced 
in October 1961, following a com- 
petition ol approximately a year. 
The competition was open to all 
and lmmght returns from many out- 
side the lield of broadcast advert is- 



Advertisers and Agencies 




Corking promo for Armstrong 

Armstrong Cork will offer viewers an 
eight-page "Guide to Vinyl Floors" in its 
I'miliiereiaK on CBS TV's "'Danny Kayc 
Show," begtni.ii>g 25 September, in the 
largest seasonal advertising and promotion 
campaign in the history of the company 

ing. The book is edited by Leon 
Artuts, TvB vice president, and 
Mark A. May, chairman of the 
Governing Committee which select- 
ed the prize-winners. While not for 
general reading purposes, the book 
may be of- interest to those special- 
izing in theoretical research and in 
academic circles. 

Johnson Pie cooking up 
w. coast Yule spot promo 

Pies, free recordings, and satur- 
ation spot radio schedules will be 
the ingredients in an unusual pre- 
Christmas promotion in the Los An- 
geles, San Diego, Phoenix, and Tuc- 
son markets by the Johnston Pie Co. 
via Grey agency, L.A.) in a tie-in 
with the Audiorama Corp. of Amer- 
ica. 

The twin promotion will offer a 
Iree recording to some 2 million 
Johnston customers w ho purchase a 
mince, apple, or pumpkin [lie. Al- 
bums are Dickens Christinas Carol, 
The Legend of Sleepy Hollow. 
Conrlshii) of Miles Blandish, Latin 
American Dance Music, and Lihary 
of Congress Folk Songs. 

Fach pie will be labeled "Free 
Becortl Coupon Inside. " and be re- 
deemable through a Johnston P.O. 
Box address. Campaign gets under 
way in early October and continues 
until Christmas. In addition to spot 
radio schedules, point-ol -purchase 



promotions will be used, along witlj 
trade insertions. 

Audioramfl produced the special 
recordings as a custom assigmnenl 
for Johnston. Scripts were written 
and produced by production diree 
tor Jen Noyle. Talent was provided 
by Celebrity Players Company anc] 
records are on a new lightweight 
unbreakable, scratch-proof plastic I 
Each of the Platter Books is offeree f 
for 5()f or SI. 00 and a Johnston PitJ 
label. 

Fantastick covers N.Y.C. 

lla/.el Bishop launches its new] 
Fantastick imperial-length lipsticlj 
in the New York metropolitan are;{ 
tomorrow (3) with a saturatioij 
campaign on WCBS-TV WXBC] 
TV, WXEW-TV, WOR-TV, and a J 
least one radio station. 

The video drive will feature twti 
one-minute commercials, and tlx 
campaign is projected to be eveiJ 
more intensive than that to introl 
duce the company's Color Plus nai | 
enamel and strengthener in theare;| 
two years ago. 

Few biased goods pushed 
via tv ads, says Tower 

"There is very little advert isin: 
on television which involves pro] 
ducts or services which are dis 
tributed on a discriminatory basis, 
says Charles 11. Tower, executive 
vice president.. Corinthian Broad I 
easting. 

Obv iously referring to an accul 
sation made recently ago in Nev] 
York by Dr. S. 1. Hayakawa at tin 
International Conference on GenJ 
eral Semantics, Tower told thtl 
Kiwanis Club, Brooklyn, that tlnj 
overwhelming bulk of tv adveitisi 
ing falls into two categories. "Tin 
first includes low-cost, high-turn 
oxer items such as food, cigarettes 
gasoline, toiletries, and the like, 
he said. "The second, inass-dis 
tributed hard goods such as refrk 
erators, television sets, and auto 
mobiles." 

"Generally speaking, these pro 
ducts are just as available t< 
Negroes as they are to whites 
Service establishments, where tlx 
possibility of discrimination exists 
such as restaurants, hotels, motioi 
picture theatres, and real estatt 
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lev clnpmciits, make up a v erv small 
■arc ol television advertising." 

Tower pointed <nit (li.it t\ should 
H' praised, rather ill. in hi. lined, for 
In- role it luis plaved in the present 
■j\il rights situation, llr said news 
ki\ eragc of raci.il tension h.is been 
H)tli courageous .ind responsible, 
loenini'iit.iries b\ both networks 
nd local stations have probed the 
iroblem in depth, and disenssion 
md interview programs provide 
minis of view on all aspects ol the 
luiti oversv . 

"Television ohviouslv cannot 
p|\e the complex problem of racial 
iicipialitv bnl it can ami has con 
rihntcd in a major win to its 
tide rstaudiug." he said. 

Jirds Eye back to web tv 
n 3 series, 1 CBS spec 

Birds I'jvc division ol General 
Foods returns to tv (bis month after 



.in eigh(-v ear absence, as a sponsor 
ol three CBS series and one spei i.il 
Thrilled on the "Ouut Comer 
( the vegetable portion of the dinner 
plate) the campaign ki< ks oil 2.1 
September on the special. Opctit/ig 
Viif/ii, featuring CBS headline rs 
|.nk Ih'iiuv , Cam Mnore. lanille 
Hall. I'hil Silvers. Andv Crilhth. and 
Danny Thomas. 

This w ill be follow eel bv promo- 
tion in The I'hil Sili its Slum bow 
inij a October; The Ihtmiij Thomas 
Slum, bowing 7 Octolici. and in 
The .\ii(/;/ C.rifjilli Slitnr in selected 
areas ol the eoimtrv . In addition. 
Minis Kvv will supplement its net- 
work tv with a heavv schedule of 
prime time spots ill the major mar- 
kets. 

The tv campaign will he pre- 
viewed in fall-color, special four- 
page inserts in September issues of 



eight dozen loml and gnxirv trade 
magazines, lollowed liv a difeil 
i ii. il 1 1 1 1 l; to krv at munis and dis 
liibnlion to iiistonieis ■•! 101)0(1 
copies ol a (our pa He (fade bin 
ihure describing the promotion 
l'"ro/fii dishes stressed 
Featured in (lie campaign will be 
I') separate fro/en vegetable dishes 
ten of w liit h aie cnrreiitlv available 
and the other three to be launched 
next month '1 lie advertising will 
loins attention on fruZ.cn vegetable 
dishes as a profitable item lor I mid 
stores and a ipialitv value lor shop- 
pers, also emphasizing interest. ( on 
vciiiciU'C, evcilemeiit. and .ippelite 
appeal. 

On tin- consumer magazine side 
the three new dishes will |>c an 
iionuced in lull-page, four-color 
print ads in the November issues 
ol Mi('<ill'.\, /,iii/i<'s Home lourunl 
and licit rx //nnirv i.- Ciinlcns 



Chemstrand still sole Liz sponsor 



■MIKMSTlvAND COW. has yet to assign partial 
L sponsorship to another advertiser for "Klizabcth 
"aylor in Loudon," slated for airing (i October on CHS 
~°V and Canada's CHC TV and one of the most espen- 
ivc hour programs ever produced. Chenntrnnd, via 
feyle Dane Bernbach, has picked up the program di- 
cct from its producers — Television Productions of 
iinerica (Phil D'Autoui and Norman Bacr) — and will 

i so it for institutional advertising in behalf of its Acry- 
>n acrylic fiber and Ciiniuloft nylon. However, it had 
Tinned to sell olf half, as it did when it picked up 
pousorship of the hour-long "Tour of Monaco with 

princess Grace," hut negotiation'! toward this end are 
^ill continuing. The first production of the relatively 
evv D'Antoui-Baer firm, the Loudon special was shot 

■ 35mm color film and w ill be syndicated throughout 
ic world after its CBS telecast, which D'Autoni and 
aer feel will attract from SIMM) million viewers. Al- 
lough declining to reveal the program's total costs, 
icy said production costs alone reached $200,000. 
deled to this are salaries for the writers (S. J. I'crcl- 
lan ami lam Solomon), producer-director (Sidney 

I inith). and Miss l av lor (guaranteed the highest fee 
ver paid a performer for a single show), which raises 

Lie overall figure to astronomical heights. The shooting 
pedule took only si\ weeks for the special, with Miss 
aylor beginning her stint 24 June after completing 
er acting chores for the motion picture. "The VI IV" 
>'Aiitoni and Baer said their future plans, alreadv 
vsured of advertiser hacking, call for at least another 
H-cial evolving around another famed personalitv. 
Ney added they plan to make few pitches as such, 
ith sponsor commitment to come first, to he followed 
y the shooting 




Miss Taylor at birth place 

Almve. Klizalvlli T.iv lor sips t li.imp.iirifi ,i! l-ondnn » li.rtp- 
str.iil ihsllll. vvlirrc ■.In- u.ts Imihi. VMlli ( l-r \nriii.in H n r 
1)1)11 T, \ p. -jii I. Mipi-rv iMir Joseph D.ik . I'l-il I) Vulimi Hi I iw 
prod-dir Siilnev Smith si.|ii\ fiMil.iv:>' Willi D Vilnin .nil H.n r 
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Account men must think 
of client ads, says Lusk 

Todays account man must have 
a keen, vivid, and intelligent inter- 
est in advertisements, and ;i very 
low boiling point with respect to 
mediocre copy, according to Bobert 
E. Lusk, chairman and chief execu- 
tive officer of Benton Bowles. 

In the agency's internal publica- 
tion, "Conversation,"* lie stresses 
that "advertisers are not going to be 
satisfied with an account man who 
is just a good merchandising man, 
or a good walking dictionary of 
marketing facts, or just a good, 
pleasant contact man to carry the 
ads from the copy department to 
the clieni. 

"Clients arc telling me that they 
want account men who think in 
terms of advertisements," Lusk said. 
"I'd say there is a change of some 
degree going on in advcrtiser/elient 
relationships. It is not, however, a 
basically extreme one. It is really a 
reaffirmation of the agency's prime 
dutv to create better advertise- 



ments, and that responsibility ex- 
tends to every member of the 
agency staff.'' 

Overseas ad execs join 
in judging IBA awards 

Top advertising executives from 
Europe, Africa, Asia, and Latin 
America \\ ill join their U.S. counter- 
parts in sen ing as judges for the 
fourth International Broadcasting 
Awards competition, sponsored by 
the 1 billy wood Advertising Club 
annually to honor the world's top 
radio and tv commercials. 

Accepting the club's invitation to 
participate in the annual competi- 
tion, the Intl. Advertising Assn. has 
agreed to organize a committee of 
leading admen from all regions of 
the free world — everywhere that 
advertising is employed as a tool of 
industry and business in the distri- 
bution of goods and services to the 
consuming public. 

Robert L. Dellinger, president of 
the Los Angeles chapter of IAA, has 
been appointed executive chairman 



id 




Borden's Eagle on Mt Everest expedition 

Hordcn's supplied its Eagle Brand Sweetened Condensed Mill and Star- 
l.ie Xonfat Dry Milk for this year's American Mt. Everest expedition, hot 
won't he capitalizing on it for commercials. Preparing a enp of coffee with 
the condensed milk at the base camp On the Khninlni Glacier, 1".K(K) 
fret up. is cameraman Daniel E. Doody, a member of the expedition 



of the Intei "national judging com 
mittee, the 14 individuals who wil 
assemble in Hollywood next Febru : 
an to serve, as final judges of the 
commercials entered in the 196C 
IBA competition. One seven-mar 
panel will consider the top TV en 
tries; the other will deal with the 
radio finalists. 

Dellinger is executive vice prcsi 
dent of Crant Advertising, Inc., anc 
is in charge of its Los Angeles office 



Kellogg's launching promc 
on 'Food Is a Bargain' 

Kellogg's, feeling that the "low 
cost of eating" today has becom 
so contradictor} to spiraling cost: 
that it must be brought to the eon 
sumer's attention, is launching : 
campaign in network tv and othei 
effective mass communication medir 
to point out that "Food Is a Bar 
gain." U.S. Agricultural Departmen 
figures are used to verify the con 
tention. 

Drafted to act as spokesmer 
while contributing color to the ston a 
and presenting the statistics in 5 
down-to-earth manner is the cas 
of CBS' Dcccrlij Hillbillies, wind 
Kellogg's sponsors. 

Highlighting the September-Oc 
toiler campaign is a three-minute t\ 
film story which will climax the 
Hillbillies show of 9 October, anc 
also be aired on My Favorite Mar 
tian, which bows on CBS this fall 
A one-minute version will be showi 
on CBS' What's My Line? as well a: 
five top-rated daytime network pro 
grains. It is estimated that tin 
"Food Is a Bargain" story will rcacl 
a total of 70? of all U.S. tv home: 
about 2.1 times during the two 
month promotion. 

In addition, a short film will brinj 
details of the campaign to grocen 
headquarter execs. It features Kcl 
logg Sales Co. president Mart 
Leaver, general sales mgr. Charle.- 
Tornabene, and advertising mgr 
Howard List explaining the think 
.ing that motivated the promotioi 
and presenting previews of the h 
commercials, magazine advertising 
package bucks, and in-story mate 
rials. 

The magazine effort features tin 
Hillbillies in four-color advert isim 
in the -I October Life, while sonu 
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0 million Kellogg 's Corn Hakes 
)ackagcs on grocers' shelves during 
ppteiulicr .mil Oelohcr will present 
■ nple. 1. 11 in. il (I. it. i featuring the 
Jevcrh I lilllnlhos in six chllereiit 

tkrsioiiN. 
"ontainer Corp. to sponsor 
letrospective art exhibit 

I A pioneer in the use of fine ;irt 
iv husiticss will commemorate over 
15 years ol commissioning lending 
Knitters ;iikI sculptors with a 
booth-long retrospective exhibition 

1 tin- Tiiiir-I.ili' Hnildiug 2S Scp- 
(finliiT through 27 October, 'flic 
irt show will feature 00 artists who 
fevc done work specifically lor 
jsc by the Container Corp. of 

■erica in such advertising pro- 
r.'iin.s as (he "Great lilc;is of W'pst- 
rn Man scries, now in its I-lth 
cur. Cont. liner Corp.'s collection 
ilfcrs Irom most corporate art 
cqiiisitions because the firm com- 
lissioucd each work rather than 
lcrely purchasing existing paint - 
lgs ami sculptures. 

.KW giAHl KKS: lskor & Ada* 
'an turned to the Tr flume Tower. 
J5 North Michigan Avenue, Chi- 



cago, occupying the 2Sth Moor in 
.in expansion that almost doubles 
lilt- si/i- ol Ms ulliees The agent x 
which handles consumer and indus- 
trial accounts, plans lo hr.iiuli nut 
into the iin.illei.il. medical and elec 
Ironic fields 

Minneapolis - hascd Campbell 
Milium has opened its sixth office 
in Denver with Hugh Fowler, ex- 
princip.il ol the Tool \' I'oxsler 
ugenex, as manager and account 
director IJoard chairman Itax 
\litlmii saiil (lie decision to open 
a Denver olfice was made prim.irih 
to service the I )euvcr Houex w ell 
division, which recently added its 
billing to the parent firm in Minne- 
apolis. Minneapolis - Honeywell's 
HJH2 budget w -it 1 1 C-M was said to 
he around $'2.5 million, mostly in 
trade publications. The Denser 
Honeywell division is a major pro- 
ducer of data acquisition and hand- 
ling equipment for industry and 
the military, plus medical electronic 
items anil a broad line ol photo* 
graphic products . . . Humes Cha.se 
Agency of San Diego has moved 
into nexv quarters in the new 



I tilled Males Hank Building at 
Sc( oud and I U oadw av 

I'l.N \\( I \l. HKI'OIU: Coiled 
Stales [iorax \ Chemical ( nrp. tie 
( I a red a quarter]* dividend ol 2t>r 
pel shale on l."22.1.."l \~> loimnoii 
shares onlsl. Hiding, paxahlc 11 Sep 
temhi r In slot klii ihli rs ul renin! 
\ September. 'I he Im.ird also ile 
cl.ued regular i|narterh dividend 
ol SI 12'.' per share on I':' tuiiiu 
lalive preferred sioik, p.ixahli I 

I )eceinher li i stoi kliolders of i ei urd 

II \o\eiuher I'roimu anil 
Sichcl, distributor of Christian Hr< 
thers Wines, reports talile w 
sales ha\ e more lli.iu ilouliled in 
ten X ears br.uidv sales hav c tripled 
dining the same period, outselling 
all oilier hr.inds. and sweet vvjni* 
has shown a suhst.mti.il increase. 
\\ 1 lilt- total sales ol \inerican des- 
sert wines lost 10' m the last fixe 
xears. Christian Brothers Sweel 
W ines gained almost 20'"' 

MOVING; Miss Valentine CaUlxxell 
to media Inning post with D'\rcy 
in San Diego, 

Greg Koulcuu resigned as dealer 
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Gettleman goes Charleston 

One of the Gcttlcman sjn>ts produced In Milwaukee's \\'1SN T - 
TV features a Charleston version of the brewer's jingle, complete 
with dancers having ;i "rip-roaring"' good time, as in the '2()s 



Modern beat for sippin' beer 

Not overlooked by Cettehnan is today's trend to up-beat nuisie 
m commercials, with another of its new spots being ban 
grounded by a modem jazz tempo *>f its "Golden Moments" 



Brewer boosts locally done tv ads 



ILWAUKEE's \VISN T -TV is helping disprove an 
antiquated theory that loeal stations ean't pro- 
duce quality commercial spots. WISN's latest effort, 
which has garnered plaudits from a number of adver- 
tising agencies, was for Gcttelman Brewing, a division 
of Miller Brewing, which over the past ten years had 
concentrated its Jotal ad hudget in print media except 
for a single tv wrestling show buy. Last April, after 
station bought "The Steve Allen Show," it sent a sales- 
man to Gettclman's agency, Hoffman, York, Paulson 
& Cerlach. IIYP&C felt the audience breakdown for 
the l():2()-midnight time slot was right,, desirable dur- 
ing the summer, and the show offered good merchan- 
dising tie-ins. Since most beer commercials are filmed 
and are relatively expensive, and because Cettelman's 
budget required a flat-out dollar-for-dollar approach, 
the agency decided to tape the spots locally. IIYP&G 



had an ET w ith a variety of different cuts of the Gcttel 
man "Golden Moments" jingle, featuring The 3 Jay 
with Jamie" with "David Carroll's Orchestra," which i 
desired to use to continue establishing the brewer' 
identity. In conferences with the WISN productioi 
department, the agency and client stressed thc> 
wanted to associate fun, young adults, and partic 
with Cettehnan. Lighting techniques, with product ii 
the foreground and action in the background, wcjrc t' 
be used to deliver the message. Following the debu 
of the commercials, highly favorable reaction wa 
noted by distributors, dealers, route salesmen, and th. 
consumer, and sales shot up. This made the brewe 
doubly happy, for it found that with a good buy am 
quality-produced, economical spots, it could compel 
more evenly with its smaller ad budget against it 
heavier-spending competitors in the area. 



it) 
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and tr;uli- relations manager of 
W. A. Sheaflcr IVn Omipam Id h<- 
cnmc vice president .mil grimml 
manager ol KASI lbidio. Amc\ 
low. I. 

Illicit Fowler resigni-d .is principal 
ol tin' Tool \ Fuvvlet' itgellCV In 

litTonrt- Denver manager and ac- 
coiuil director of Campbell-Million. 
Miss I .tn i Weir to print media 

.snperv isor .it Mc( ."aiiu-ICru kson. 

jl.os Angeles. 

I Thomas N. MacRiirncy ti> account 
supervisor at Grant, Los Angeles. 
Don H. ( *uiuiiiighaiii to vice presi- 
rfe-iit and management representa- 
tive of Foote, ("one 6c Reldings 
Los Angeles office, 
Willis J. Davis to N'eedham, Lonis 
[ iS: Rrorby's Chicago office as c\ec- 
llutive producer ol radio and tv pro- 
llliiction. 
|«d Farrow to account executive at 
'Ictcher Richards, Calkins \- Hold- 
ii in San Francisco. 
Vllcn J. Oppenlieim to foreign trade 
iccoimts .specialist at Campbcll- 
wald. San Francisco. 
Vtcr I'racd to production super- 
isor at Foote. Cone \- Brhliiig in 
,<>s Angeles. 

\rtliur K. De Slion to sales inan- 
iger — development at AIIhtIo- 
mlvor. 

>tiss Gita 1 1 all to public relations 
cconnt executive at Saul Krieg 
Associates. She was formerly with 
lobert Taplingcr and David Alher. 
lames J. Moore to television busi- 
icss manager of Papert. k'ociiig, 
ois. He had been an attorney at 
. W alter Thompson. 
L*w Ground to vice-president of 
Aright. Allen 6c Ryan in Dallas, 
le previously operated his own 
igcncy. 

rhomas A. Stabile to production 
Manager of The Shaller-Rnbin 
Eninpam. He had served as pro- 
hiction manager with Canipbcll- 
j£wald. 

■ack Sclicckow it/, to director of 
[ales promotion for Elgin National 
Vatch. lb* comes to Elgin from 
IcCaiui-Erickson, where be was 
lan.igcr of the SCI Division, 
tacy Stevens to v.p. at Dohorty. 
llifford. Steers iSc Sheofield. Ilow- 
rtl C. Shank to v.p. ami creative 
lirectnr of Leo Burnett's creative 
'rvices division. T. F. Kcady to 
i.merlein as director of marketing, 
'mierly v.p. and account super- 
ior with Grant in Chicago. War- 



ren Vilaius I mm W.ir-wuk N Li gl< i 
to Morse biternatloii.il as at email 
evei utive. Robert (.'illan to H<»/< II 
\- Jacobs ( Im.dta. as media duet t< n 
Carlctou II. Kiideiliaim to giliei.il 
counsel and Robert T. Tate, Jr. as 
associate general counsel ol Last 
nil I'.sso Region, lliuuble Oil \ 
Refilling. Custavc L. Levy loihret- 
toi ol Hunt Foods and lltdnstriev. 
Christopher Eaton and \iulrew M. 
r'tlli//i to eomiiiereial production 
supervisor ol Foote. Cone \ Held- 
ing, Chicago. Eaton is a former 
London television producer, Pel 
li//i an art .mil |v director-producer 
from Creenv ille. S. C. 
W illiam T. Dcacy 1 J 1 to eastern re- 
gional manager for Reeves Sound- 
cr.dt. div ision ol Reeves Industries, 
Daiihurv . Conn. 

WurrcM R. Dcasv to ratlin and tv 
director of Donahue is" Coc. Los 
Ingelcs. He v\as with W'ade Ad- 
vertising there. 

Mrs. I'etie I bmlc resinning as media 
buyer at McCann-Erickson in Los 
Angeles, to lake similar job w it I) 
Smock. Del )i lain £\ W'addell. 
I'liipps Rasiiiiisscu to cxecutiv e v.p. 



w itb Mi ( aim I ru ksuii bid i ii it ion 
al in ( •< ih'V ,i Sw ii/ri laud R isuius 
sen luriui rlv u i . 1 1 1 • i gi i o| wist 
i nasi and I. u east u| x r at I 1 'I is is 
slid ceded bv Farish Jenkins. 
Miss Florence Hlailk In Dnvle Dane 
H< I lilt.it b as si uiur media n se.iri b 
alialvst She was with 'I v H s if 
scut b stall 

George \. Welch Id ki ttliiun M >■ 
Lend \ - (.r«ivi as v ii ■••pri'Mileol 
I le w as loniiirlv with ltitiriialioo.il 
I eh phone and Telegraph as dint 
tor ol advertising anil sales 1 1 r< u 1 1< i - 
lion. 

Louis \. La lick has aulioiuued n 
tiremeiil lie was a Sau Ir.miisiu 
artist and photographer for advir- 
tisiug and allied fields. 

Paul D. Fillingcr In account e\eiii- 
tive ol the U\ m. in Cniup.utv ill 
San Francisco. He was vice-presi- 
dent of ihe I'orler Agencv. Port 
laud. 

James T. McGinn, to general pro- 
gram executive at Young is.' 
Rubicaui. Previously, he was a pro- 
ducer-writer for WRBVTV. Chi- 
cago. 




Advertisers netted for Spanish UHF 'tenniscast' 

s.p.inisli-l.»ii:ii.ii:i- k'\tl*..\-T\ Cli 11 l\ <|nriU\ puLtl up fm 
.ubertiMrs «lu«n it «.i« cr.tnli-«l iwIimm- l\ ihi ■ i ivi 'I 'l» \ in ri .u 
Zone M-ini-fiii.ils for tin- D.ims Cup Spi»i'sf«riui; tlirn-<l »\ i ixmc "in 
Wevti-rn Airlines (Hlll)OI. White I riinl M,, r ^ Hulil A < o . H>virl\ 
Hill'. . Hiclificlil Oil (llissnii i.\ Jure "son . s,,,nirl ("•« (>■ i il u< A <'■■■» 
L.A I .mil Zixlx's Dept. Slot, s (HriLni.in Kol 1*1/ 1 .i|>«^l I. In .is|s f<.<- 
Inline iiiniiiieiit.in in Np.Hllsll. win pukt-tl up 1 >s m\ - sti r ^1 itn 
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Hurleigh hits quest for data 'trivia' 



"All any advertiser lias to know is 
simply when, where, how often, 
and to what call letters most audi- 
ences listen . . . and what it costs to 
reach them regionally or coast-to- 
coast," says Mutual Broadcasting 
president Hubert F. Hurleigh. "All 
else is a treasure hunt for fractional 
knowledge that is better left to 
charitable foundations whose p 6c 1 
statements are not as much a matter 
of survivial " 

Ilurleigli's comments were 
prompted by what be terms a need 
for "a couple of straight answers" 
to an increasing number of requests 
to broadcasters for "tangible proof" 
of listener loyalty and audience em- 
pathy in addition to standard re- 
search data used for the media. 

Writing in the latest Mutual 
Radio newsletter, be criticizes re- 
search contributing to "the race for 
informational trivia," asserting that 
"the trouble with too many re- 
searchers is that they become so en- 
grossed in a hair on a knuckle thev 



forget it is part of a hand." 

"Unless a man is a masochist," 
says Hurleigh, "he will not tune to a 
station he does not care to hear. If 
lie doesn't like what lie hears, lie 
will tune it out. And that's about all 
the listener 'loyalty' and 'empathy' 
anyone should expect . . station 
and advertiser alike. 

"More, one lias merely to ex- 
amine the majority of products that 
employ network or national spot 
radio to see how extraneous and 
wasteful some of these knit-picking 
projects really are. Fur with the ex- 
ception of automobile and appli- 
ance advertising, probably 95$ of 
all goods offered on the air sell for 
less than $2. 

"In this light, what does 'audi- 
ence composition' really mean? 
Does a man who earns $50,000 a 
year smoke ten times as many ciga- 
rettes as the fellow who earns 
$5,000? What does 'empathy' mean? 
Will a woman pick up a cereal her 
youngsters do not want to eat? 




No skidoo for this 'twenty-threeer' 

Marking its -lOtli anniversary this year is N'HC o-ii VV'KC, Washington 
(DC.) olilcst station, whose personalities got into the niooil by dressing 
■is in the inaugural year — 15)23. Pictured in their >iittage automobile are 
i from left to light) Bettj C.roehli. Al Koss, lid Walker, and Willaid Seott 



What does 'loyalty mean? Will a 
buyer go without if he cannot find! 
your product on the shelf or the) 
price is out of line? 

"Young or old alike — in even 
income and educational bracket — 
listen to radio," the MBS president 
continues. "And most of them 
smoke, shave, bathe, brush theii 
teeth, drink coffee, use cosmetics 
fill their cars with gas, and can read 
ily afford to buy almost every prod 
net offered over any radio facility ir 
the country. If you tell them ofter 
enough, you'll get them to sample 
what you have to sell. No medi; 
can do more than that." 

Hurleigh charged that what re 
searchers "seem to forget" is tlu 
multi-millions reach of radio. "How 
to motivate these millions to buy i; 
one thing," he states. "But it ha 
nothing to do with the subject al 
hand. If your product is fur radio 
there is no reason tn disenver wha 
the listeners' traumas are, nor foi 
what stations they'd lay down theii 
lives and sacred honor." 



Half-million-dollar deal 
for ABC Intl., Latin Am. 

The largest single programim 
transaction between a U.S. tv pro 
ducer and Latin America has heei 
completed bv ABC Internationa 
Television, 
Hine, the 
manager. 

The transaction includes agree 
ments for the sale of more thai 
$500,000 worth of programs to sta 
tiuns in nine Latin American conn 
tries for which ABC Internationa 
acts a.s program buying agent. Tlu 
agreement was signed by Join 
.\ Unison, president of Magnum Tel 
evision International, S. A., repre 
senting Desiln in Latin America 
and Hine. 

The stations are located in Ar 
gentina. Brazil, Costa Hica, Equa 
dor, Fl Salvador, Honduras, N'ica 
ragua, Panama, and Venezuela. Tin 
programs purchased include: Dcsi 
In Playhmw, The Vntouclwbles 
The Texan, Fractured Flickers. an< 
Lucy. All of the stations purchase* 
ABC TV's new color series, Tlu 
Greatest Show on Earth, wind 
premieres in the U.S. IT Septeinbei 



according to Donald M 
programim 



division's 
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I hue noted tli.it 1 1 •«- transaction 
indicates ,i new direction <>f interna- 
tional program binun;. Thioiitdi 
1BC ltttcriuitiiiii.il. M. miiinn was 
ililc to negotiate atirertuetits with 
t\ broadcasters in iii.iii\ vtt.ll mar- 
ts. This kind of cetttrali/ed .ic- 

tivitv results in greater elliciencv 
lor tin- produtvr. thf distributor 
fend tin- stations, he said, adding 
fli. it audiences benefit In seeing 
irttcr programs and advertisers 
ilso henefit through greater audi- 
ncc acceptance. 

.owcll Thomas' 34th year 

Co-sponsorship ol Lowell 'Thomas 
ami the Sens, one of the longest 
cuiitinuing dailv sponsored pro- 
grains, has been renewed In the 
Oldsinohile and Fisher Hotly l)i- 
|» in ns of (General Motors. Olds- 
inohile is represented In 1). I'. 
Brother & Co.. Detroit, and Fisher 
Both bv die Kuduer xgenex. 

Tndav s broadcast (2) on CBS 
marks the beginning ol the fifth 
(consecutive vrar in which Lowell 
Thomas and the Sews has heen 
>resented on behall ol Oldsmnbile. 
Fisher Both assumed sponsorship 
on I June this year. 

Kenewal ol the General Motors 
pnnsorship also marks the begui- 
ling of Lowell Thomas' 3 It li \eai 
is ;i newscaster ol international 
tahirc. When Thomas uttered his 
irst "so lout; until tomorrow " at the 
•lose of his microphone debut on 
:US 29 September 1930. he bad ah 
eadv won renown as a war corres- 
Mintlciit and platform personalitv 
ind as the biographer nf tin - Irgen- 
lar> Lawrence of Arabia. 

Tv aid for Olympic fund 

Support for efforts of the I nitetl 
t.ites Ohmpie Committee to raise 
nuls for participation by U.S. ath- 
tes in the furthcoming Olympic 
lines will be furnished In ABC 
■ ami Danccr-Fitzgcrald-S.iniple. 

\s a public service. DFS is cre.it- 
ig a series of fund-raising appeals 
prominent athletes, cntertain- 
lent celebrities .mil national fin- 
es whiih will he shown nit ABC's 
i-week pre-Olvmpie series of pro- 
ams beginning 5 October. \HC 

II present exclusiv e I'.S. tv cov - 
•me of the Winter Oh nipics start- 



ing 2<> |. inn. (iv I'Kil 

The .ippeak lor funds to matt h 
the Olvinpic Committee's $2 1 mil 
lion goal will lie seen durum the 
closing minutes of i*, it'll pie 
Olvinpic vBC T\' program. 

Union Carbide fills nets 

This f.ill lousiuiiers Irmo coast to 
co.ist will see ami hear .iliout the 
new "K\ ere.idy" fi-pak of "I) "-cells 
and "Kv death" Alkaline batteries 
for radios, tins, names, lights and 
other uses, ;is I'nion Carbide 
launches its ninth straight seat ol 
nationwide network tv 

The extensive advertising cam- 
paign features II tup-rated shows 
and spans .ill three networks. The 
schedule begins I I September and 
will continue into the Christmas 
bn\ ing se.ison. 

Three shows ,ire on NIK! 
Saturday 'Sight at the MovU\. 
Eleventh Hour, and Monday Sight 
at the Movies, lour are on CBS — 
VHii Heportw Rawhide. Aljrcd 
Hitchcock I'rcKcntx, ,md S('.\.\ 
h'ootball Prc-Camc Show, ami four 
are on A HC — Combat, Ihirke's Lau . 
M'L I'm Football, and .\rrc\t and 
Trial. 

NK\V AITILIATKS: KBPL. lUlio. 
Moscow, Idaho, and KPYL Hadio. 
Corvallis, Ore., to become boons 
airiliates of VBC Kadio. 

MOVING; Joel Tall, audio teclmi- 
ri.in at CHS Badiu for 21 vears will 
retire, lie invented KdiTall. a stan- 
dard tape editing block now used 
all over tin- world; t.ipeil and etlited 
the first documentary to no on the 
air directly from tape. 

SAI.KS; Pontiac Division tif Gen- 
eral Mtitors MacMainis. John and 
Adams) has bought full-sponsor 
ship of \UC TV's Today show 
(featuring a salute to Noel Cow- 
ard) anil The Tonight Shon Sfni- 
ring Johnny Car\{>n for 3 October 
No adv crtiser has prex iousK Bought 
total sponsorship of both programs 
for one dav . Pontiac's participation 
in both show s v\ ill continue through 
March. 
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22 Petry employees buy rep firm 



Sale of Edward Petry & Co. to it 
group of 22 employees headed by 
Martin L. Nierinan was announced 
Friday. The transaction was 
brought about through the pur- 
chase of the station representative 
firm's stock by the company from 
chairman Fctry, Edward E. Voy- 
now, president, and tlieir families, 
for a substantial down payment 
and an obligation of the company 
to pay further sums over a number 
of years. 

both Fetry and Voynow will con- 
tinue as directors and in tlieir pres- 
scnt positions. Hette Doyle, secre- 
tary-treasurer of the pioneer rep 
firm, will continue in this position 
and as a director. 

Elected new directors were Nier- 
man, executive vice president; Ben- 
jamin 11. Holmes, vice president of 
radio; Louis A. Smith, vice presi- 
dent ami tv sales manager; Lloyd 
McCovern, radio sales manager, 
San Francisco office; Keith E. 
Lewis, Chicago tv salesman; anil 
Edward C. Page, vice president 
and tv eastern sales manager. 

Other officers ot the company 
are: Roger J. LaHeau, vice presi- 



dent in charge of client relations'; 
Hubert L. Hutton, Jr., tv promotion 
vice president, and William B. 
Hohn, marketing-sales development 
vice president. 

In a joint statement, Pctry and 
Voynow said: "Both of us have a 
basic pride in the Petry company 
and have long sought a way to in- 
sure that its traditions of service to 
the stations it represents would be 
perpetuated. Certainly the best 
way to achieve this is by transfer- 
ring the control of the company to 
people who arc serving the stations 
and advertisers now. 

"The Petry company's operating 
stair now has a double stake in its 
future, both as employees and as 
stockholders, and the combination 
of their enthusiasm and our own 
continuing efforts will guarantee 
vigorous, loyal, and devoted serv- 
ice to tlie stations on the Petry list." 

In addition to the 22 stockholders 
taking part (see picture below for 
complete list), arrangements have 
been made for other company em- 
ployees to become stockholders 
from time to time. 

Founded 1 February 1932, Petrv 



is one of the three largest station 
rep firms, in addition to being the 
oiliest. It presently has offices in 
nine cities: New York, Chicago, At- 
lanta, Dallas, Detroit, Los Angeles, 
San Francisco, St. Louis, and Bos- 
ton. 

Prior to its founding, sale of spot 
radio was handled by brokers, 
many of whom operated on a free- 
wheeling basis, cutting rates, sell- 
ing more than one station in a mar- 
ket, anil so on. Pctry's standards 
included fair time rates and one sta- 
tion in a market, among xithers. 

With the advent of tv, separate 
radio and tv divisions were set up 
in 1947. Petry radio stations number I 
28 today, while the tv roster in- 
cludes 32, phis four Crosley sta- 
tions on the west coast, announced 
recently. 

In addition to the sale of time 
Petry provides a number of market 
ing services, issuing regular reports 
on food brokers, drug stores, gro 
eery stores, work patterns, trans 
portation, and many other subjects 
It also has prepared presentations 
on station markets, information o 
specific accounts or product groups 
and industry studies. 

Only last week, the firm an 
iiounced a controversial new plan 
lor selling spot tv time. 

The plan embodies one standard 
rate card for all of its stations, with 
IS different classifications ranging 
from P 1 to P IS. Depending on the 
size of the market, each station's! 
present rate classifications are 
coded to correspond to one of the 
P classifications. 

The plan has been tested in 
prime time by Pctry for about a 
year in a few cities (a similar plan 
has also been used by ABC o-e 
stations). 

Five Petty -represented tv sta- 
tions were announced as adopting 
the standard rate card originally 
two more were added last week 
and others are expected to adopt ii 
m the next few weeks. Delay ir 
stations adopting the plan is cause* 
by the amount of time taken t< 
code the rate cards, study pro 
graining, ratings, anil other data 
Nierman said. 

Xiennan emphasized that oiict 
the station code is fixed, it canno 
be changed without approval, mak 
ing it difficult to use the plan foi 
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Petry stockholders 

Seated (l-r): Joseph H. Sifter. I'ctiA radio sales mgr., Atlanta; Martin I'ercival, eastern 
radio sales mgr.; Hoi) Lewis, radio group sales m)Jr.. X.V.: Mrs. Dorothy Boss, asst. to 
the president; Hen II. Holmes, railio V.P.; Martin Xiennan, exec. V.I'.; Edward C. Page, 
I'.V. — eastern sales mgr. lor tv; Louis A. Smith, V'.F". — tv sales iiijjr., Chicago; Hette 
Doyle, secretary-treasurer; Hoger LaHeau, VP. for client relations, ami Malcolm B. 
James, tv group sales mgr., X.V. Standing (l-r): William B. Holm, marketing-sales 
development V.P.; Keith K. Lewis, tv salesman, Chicago; David Milam, tv sales mgr., 
Dallas; L. D. Larimer, tv sales mgr., Los Angeles; Robert L. Hutton, Jr., tv promotion 
V.P.i William I legman, railio salesman, Chicago; John I'. McWeeny, tv salesman, Chica- 
go. Junius J. Zolp, tv sales mgr., St. I^oius; Hiehard \V. Hughes, tv sales mgr., Atlanta; 
William Bee, tv salesman, N.Y.; Bill Cartw right, railio sales mgr., Detroit; Llowl 
Met ".men i, radio sales mgr., San Francisco: William I'. I'iplier, radio sales mgr., Chicago; 
Allnil M. Masini, group sales mgr., N.V.; William Steese, promotion mgr., radio ili\ . 

;>i 



Kitting I. lies "Our Icpiil.ilKiii ,uh1 
lli;it i)f tin' stations arc nil (lie lipc,' 
lie added 

\.<lv .Illt.lUCS t(l till' llllM'l .lie ill il 

lie \\ ill know the stand. nil rati' ( aid 
and. with the station's cm le Ini till 
reieut time pern ids can ipitckh tie 
termini' tin- lairs, \irriiian said 

Life begins anew at 40 
for Nicrman at Pctry Co. 

For Martin L. \icrtiian. e\ecu 
live \ ice president ol Kdward I'ctrv 
\ (.'u.. lile is licipilllilli; anew at 1!) 
Heading tile vjmiiji ol 22 employee 
stockholders who are taking over 
\ieiiiian will |da> an even more 
chimin. mt role in the company to 
which lie has already in ide sjnnili- 
c.iiit contrilintions 

Horn I \uiinst 192.1, Vcriu.iii 
lias been in hiii.idcastiiin since 
graduation Iroin \ew York liiiver- 
sity in 1917. 
with a It V de- 
cree in broad- 
casting \ftei 
lliiiikini; an an- 
nouncer's au- 
dition at MILS 
Nienii.in I mil 
ed. in what 
was to become 
his profession, 
as a salesman 
ill I'an Vaneriean Hrondt astim;. a 
representative firm handliii" lor- 
pinn stations, Then in March 1919. 
he became a junior salesman .it 
|l'etr\ , and his rise liei»an 

lie served in the radio division 
|nr five years, then moved into t\ 
in 19.11. .\|>pointTiieiit as sales injii- 
L",cr followed in 1956" and. in 1957 
he was named vice president and 
pational sales manager. And then 
it the aye of 3o. in 19)9. he be- 
anie vice president and number 
free man at the rep firm 

\s a person just turned 10 miidit 
'h> expected to think. Xiernian has 
llronn feelings about the advance 
•>f yoiuiy; people into key positions 
Me sees the sail- ol the IVttv firm 
o employees, believed Jo he a first 
nnoim major rep firms, as a slron" 
• tep in bringing youth to the fore 
n build for the future. 
Wtivc in inthistn all airs, Sit'i 
an has served for several vi'ars 
is a member of the board ol the 
Television Bureau of \dvertising. 
ind this spring took over as chair- 
nan of the TVH special practices 
•onimittee. 





ft 





Colonial in design, but not in equipment 

\iu inilliiiii-iliill.ir Imiur n( \\J,\(.' stattinis, Jnliiistuu n. I'.i . Ii.iIiiii-s .in 
elm t nit tics umiiU-rl.iiiil instill- I In mix 1 1 lii -r I (,'oloni.il vfrm tnri- Siln.itit) 
mi ,i lulu -Jiri- Mle |Mst Hillside Jnlilistiiw n. tin tnn-stnr> liuililiiii; inn.i- 
Mirrv Kit) l>\ 1 20 h i t .llxl houses omiplrtl' "Kin s .ind i>]M r.illnin nl 
Vv J.\C-.\\I .dill WJUM M mi tin siiimil lliMir. alulii! Willi lv sali-. 
mil prour.ini nthcis. Ml local priiur.iiiis n( WJ \(.*-T\ nnw originate ||>. n 
rtitli its studios, phkIik tmii. news, .mil pmv>r,iiii nllici's mi lirsi lloor 



Rating services 'lousy,' 
says newest FCC member 

Is there more than one Lei' Locv 
niger? Ilesidents ol Lincoln, Neb 
might have reason to believe so. 

While advancing arguments in 
behall ol increased news activity 
bv broadcasters in an address to the 
\ssociation lor I'diication in Jour 
iialisin (see Washington Week, 
page 1 1 ). the new est l-'C.V. commis- 
sioner also took time out in Lincoln 
In take part in a panel discussion 
carried bv KOI. VIA'. Lincoln, 

Loev in ncr's prepared speech 
showed a scluil.iilv criticisin ol 
rating services. "Mthoiigli the com- 
mercial rating services appear to 
have been exposed as ranging from 
the baiidiiietit to the imscientifii 
and as being almost entirelv worth 
less, there have been a Tew propel 
and apparently uselul studied ol 
public attitudes toward television 
. . "To his KOLVTV audience 
Loevingcr said simplv "Thev ri 
pretty lousy 

Noting the declining competition 
among newspapers. Lnev inger ad 
vanced well-considered thoughts 
about why broadcasters should 
lorm their own independent news 
sen ice in his address. But w hen 
asked on the air what would hap- 



pen il newspapers were regulated 
Locvinger replied. You'd hear a 
lot of noise." 

While imploring broadcasters 
loi in. tll>' to increase their joiirualis 
tic efforts at the association session 
be had this comment to make to the 
panel while attempting to define 
news: Asked what he thought about 
hav inn aired an urban renew al pro 
'.Irani he said, "We'll pi 1 1 a mild star 
on yonr file." 

In passim;. Locvinger noted com- 
plaints about comuiiTi i.ils in his ad 
dress to journalists lint when asked 
bv KOLX-TV panelists if the IT.( 
ctnild do anything about cominei 
cial interruptions. In replied I 
turn them otf 

To the latter, he added thai this 
was a verv delicate area and per 
haps the VVX'. eoiildnt do much 
Neither I or the !■'(-(• have thought 
this all the wav ( 1 irouc.li " he said 

\o slouch when it came to tin 
ipiick retort or in the ahihtv to side 
step the trickv questions st rved 
him bv lv James Lbel KOIA-1A 
vice president ami general manager 
and other panel members. Locving- 
cr proved himself a capable per 
lormer w hile f.u ing the Lv audience 
He both iterated and supplemented 
his earlier remarks 
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tv radio advertising 1 

Clayton H. Brace | 
Brace has been appointed v.p. and general 
manager of Time-Life Broadcast stations I 
KOGO-TV-AM-FM, San Diego. He has just re- 
turned from a two-year tour of duty in Beirut, | 
where he represented Time-Life Broadcast's 
interest in Compagnie Libanaise de Television. | 
Prior to that, he was assistant to the presi- 
dent of KLZ-TV-AM-FM, Denver, following du- j 
ties as program dir., production mgr., there. 



Joseph J. Madden 

Presently comptroller of Metromedia, Madden 
has been named v.p. and comptroller of Metro- 
politan Broadcasting, a division of Metromedia. 
Previously, he had been comptroller, assistant 
comptroller and accountant of the broadcast- 
ing division of Allen B. Du Mont Laboratories. 
Stanley Landow was named v.p. and comp- 
troller of Metromedia. He was formerly senior 
v.p. for finance at Foster and Kleiser. 



Thomas A. McAvity 

McAvity is rejoining National Broadcasting as 
general programing executive. He will assist 
NBC-TV program officials in review and devel- 
opment of new program concepts and formats. 
McAvity joined the network as a radio pro- 
ducer in 1929, held major program and sales 
posts until 1932, and again from 1951 to 1957. 
He has also been associated with Foote, Cone 
and Belding, CBS, and Famous Artists. 



Lee Bland 

V.p. and senior program supervisor Bland has 
been named to head Leo Burnett's newly- 
created Search and Development unit. Milton 
Slater, program supervisor in Chicago, will 
be transferred to the Burnett New York office 
where he will have East Coast program devel- 
opment responsibilities. John Christ, program 
producer, Hollywood, will assume similar re- 
sponsibilities on the West Coast. 






i 
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Charles H. Felt 

MacManus, John & Adams has elected Felt a 
senior v.p. and director of creative planning 
for the Bloomfield Hills, Michigan, office. Felt, 
who joined the agency in 1961, has been v.p. 
and creative director for the past year. His in- 
creased responsibilities include creative plan- 
ning direction for all company branch offices. 
Included are New York, Los Angeles, Minne- 
apolis, Toronto and Chicago. 
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Loevinger thought the FCC 
could do little about making sta- 
tions earry more public affairs, 
news, and documentary programs 
And be noted the commission hasn't 
even been able to at*rce on a new 
questionnaire to obtain information 
from stations. 

In discussing a CBS TV ncwy 
special on the Pennsylvania miners 
Ebel reported be hadn't carried tin 
show because in bis opinion the 
event bad been overdone, and wa* 
no longer news. Said Locvingcr: "I 
won't quarrel with Mr. Ebel or 
that." 

About the interview show itsell 
flu which he was appearing, Loev- 
inger had this word: "I wouldn't 
call this hard news." 

ACLU fights FCC order 

The American Civil Liberties 
Union has asked the U. S. Court ol 
Appeals to reverse an FCC ordei 
denying renewal of a license tc 
WDtCD, Kingstrce, S. C, or 
grounds of vulgarity in the materia 
broadcast by a d.j. over a nine 
year period. 

The ACLUs friend-of-the-couri 
brief argued that the standard user 
in refusing the license renewal 
namely that the material wa> 
"coarse, vulgar, suggestive and sus 
eeptible of indecent, double mean 
ing," was so subjective and impre 
cise as to violate freedom of speeel 
and expression under the First 
Amendement. 

The AClAT's main concern, tlu 
brief made clear, is not the ' Charlie 
Walker" show or W'Dk'D, but tlu 
protection of free expression. Th< 
application of a standard that is s< 
"fatally vague, ambiguous and to< 
all-encompassing'' can only inak< 
broadcasters overcautious and per 
pctuate Vast wasteland" program 
ing on radio and tv the organize 
tiou said. 

The brief also asked the court ti 
remand to the FCC for further con 
sideration a second and separat< 
ground for denying the license, tha 
of misrepresentation and or lacl 
of candor in replying to the com 
mission's charge. 

Hot spot film from Kaiser 

A thirtecn-and-half-minute tv filn 
called America's Cookout Cham 
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fji'on.s/i//) is lioinn distributed to Iv 
stations by Modern Talking Picture 
Service. It's an mi-location account 
of Kaiser Foil's 1963 Cookout C-liain- 
|li'on\liip"for men only" In -It I recently 
in Hawaii. Ford Wortliington of 
Young i\ Itubic.un. S . 1 1 11 Francisco, 
directed tin- film. 

The actual barbecue e petition. 

.is well as the ceremonies w lien- the 
$10,000 cash prize was ;i\\.irdt*d in 
[thin Crawlord, ;ire depicted. 

Record for rodio imports 

Almost 10 million Japanese tran- 
sistor r;ulios entered this countrv 
limine, 1962. according to the 
Southern California Broadcasters 
\ssoei;ition. Beccntly available fit; 
nres from the V S. Department ol 
Commerce indicate that more tli.m 
13'j million r;idio receivers of .ill 
kinds were imported In this conn- 
try (hiring die 12-inontIt periixb 

The biggest single tvpc of set 
|\v;is tlu* transistor, with Japan uc- 
counting for 9.S19.193, an increase 
or that country of 63.5*? over the 
irevious year. 

Other ureas in the Far Must also 
made sizeable coiitrihiitions to the 
\incrican pocket radio market, 
limn; Kong .sent us 631,103 transis- 
or radios, and the Kyiikyn Island 
ironp. which includes among 
>thers the isl.mtl of Okinawa. ex- 
)orted IS0.0T0 to tin's country. 

Japan also diversified its exports 
'if radio receivers with a total of 
1 .930.32 1 sets of other types. 

Americans bought over 63 mil- 
ion radios during the three years 
roin 1900 through '62. This year's 
i Hi i ro shows every indication of 
I icing record-breaker. even 

Idmugli the Flectronic Industries 
I |\ sstKiat ion reports that set sales 
Wire slighth off, with the exception 
I >f automobiles, which show an hl- 
rease. KIA figures, reflecting 
I Vinerican manufacturers, ri'fer spe- 
ificalL to sales of domestic radios, 

la. stereo outlet forms 
istener panel for data 

A new approach to reach the 
grass roots" of listenership is being 
I aken by the newest stereo station 
j h Florida, WMJB-F.M. Ft. Laucler- 
'•.ilc. Hob Brooks, station general 
lanager. notes: "W e have institut- 



etl a Listener Panel, made up ol a 
hit kkI cross-section of southern 
Florida listeners Their collet tt\< 
opinions are evaluated lor use in 
foi iiuil.itni^ our programing poli- 
cies." 

Hi pomtetl out that since no fin 
hstcne rshi|) studies ate available lor 
hjs area, "'just the information on 
the returned application forms has 
alre.idv provided us with a start on 
measuring local fin. \pplic.itioiis 
have come from Dade Count) 
( Miami ). all over Brow aril Cnimtv 
anil as far north as North Palm 
Beach ( Palm Beach Count} )." 

"MonthK questionnaires coni- 
pletetl bv panel inembers answer a 
myriad of questions heretofore un- 
answerable except hy conjecture." 
atlds sales manager Tom Blose. 
"Ail vert i.sers using our Listener 
Panel service will benefit bv having 
specific questions answered with 
written proof of actual listenership 
. . . of consumer wants anil needs, 
likes and dislikes, not inercb a 
salesman's promises based on a 
calculated guess." 

WMJH-FM went on the air 1 
August. Its stereo music, news, ami 
features are designed for the buy- 



ing hslelirr's I.isIiS s.lltl Blose 

1 he station is a sob itliarv of lite 
( hit ago h.isi tl \utli rs» n Br milt I 
Corp as the first nutlet lit i pi m 
lied tli vi lopiui nt ol its grow in" 
ICx In i I )iv isloil 

'Best of Broodwoy' SRO 

\\ \BC- I V has hoisted the SIB) 
sign loi ihi- Moutlav thnuigli I burs 
tl.iv late-night time period ban 
i H Ted 7"/ie lies! <tf liraailutn/ 
The program toucept will ulti- 
matelv llieluile live elitert.ilKinent 
specials in addition to first-run 
uitiv ics, inanv tv preinii res. WVHC- 
TV general sales manager Dak 
Bet'seinv er reports that agency in- 
terest in (he New York flagship's 
fall program schedule is strong in 
other areas as well. 

SMPTE cites Kozanowski 

I fenrv X. Ko/unowski, manager 
of TV advanced development for 
BC'A in Camden, N. J., will receive 
the 1963 David S.uiiofl Coltl Medal 
Award of the Socntv of Motion 
Picture and Television Faiginccrs. 




Radio receiver campaign draws battery tie-in 

Outline llir tnuri' tli.u t I.OCO mini » t l i mti tin M.Vl t rll u I On., 
to em"-* Inim .i t'li.i ii 1 1 \l liti r r.nli > wiiul 1 i >i«in » i vl\ ri n with- 
out i li.mcini; li.itlrriis an- 1-r il I. Uu k II u-i|\ \t i i rx Pil ( r.ilt n. 
.iliil [Inh O«tron), tiiirtli"! »l vili » niir t< r ( 'l> u ■< I \l isti r HI Mill n 
tl.it ten people wrri' .iilvlsi-il i-f tli pr-mio, tlirv | L» i Ii- Ii < \i 
I'liil.icli Iplii.i s Vitki <i-tv>uett. la rut. lit ttl tin r-i.lt> cii*»l ) .-ratine 
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The award recognizes meritorious 
achievement in TV engineering. 
Chairman of the award committee 
was Dr. Pierre Mertz, electronics 
consultant and chairman of the 
Board of Editors of the "Journal of 
the SMITE." 

The citation with the award notes 
Dr. Kozanowski's "sustained drive 
to improve the quality and practi- 
cal operation of TV studio and film 
camera equipment." Formal presen- 
tation of the medal will he made 
during S.\ I PTE's semi-annual tech- 
nical conference 13-18 October at 
Boston's Hotel Somerset. 

Among other accomplishments, 
Dr. Kozanowski is credited with 
many of the developments that 
transformed color tv cameras from 
laboratory instruments into practi- 
cal tools for broadcasters. lie re- 
ceived the RCA-Vietor Award of 
Merit in 1956. 

Aid for New Zealand tv 

The New Zealand Televison 
Workshop has been formed to en- 
courage the development of the 
country's tv talent- A non-commer- 




cial enterprise, it will at first exist 
on initiative -and enthusiasm and 
operate on a very practical level. 

When established, the New Zea- L 
land Television Workshop will be a ^ 
community training ground for visu- 
al talent — film-makers, writers, de- J, j, 
signers, producers, and performers 
— a pool of creative talent for tv. 

Initially, it will consist mainly of 
people with some experience in tv ^ 
and people anxious to learn more j 
about the medium. The workshop ^ 
group will organize lectures, de- ^ 
monstrations, discussions, training 
schemes, and special projects. 

STATIONS 

MOVING: Wilmer Andrews to K 
farm director of Northeast Badio 
network. 

Boger L. Belke to technical director 
at WLBK-AM-FM, DcKalh, 111. 
He was chief engineer at KClM. 
Carroll, Iowa. 

Dick Cousins to sports director for 
WOOD-TV-AM-FM. Grand Rap- 
ids, Michigan. 

Nord Whited to program director 
of KTTV. Los Angeles. 
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Riding for the fall 

CKLW-TV Detroit-Windsor, chartered a Bol>-Lo boat ntflith to host 
1,000 timolniycrs, agency executives, press representatives, mid their wives 
on a five-hour cruise while delineating till' "Bright New Look" story of 
its fall programing. Sales presentation wa> most comprehensive Sn history 
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Advertisers and agencies can 'DialaRate' 



WITH. Si liiix- Kutrrprisrs o()-ku station siTwrn: tin* Alli.im -Si lnn<<.t.»l\ 
T«iy-N;lriit<m,i area, lias created .1 hew circular rate ( .iril (or 11s. I>\ its 
aiionnl cxcis. invhiiltim all combination buys un the station trtilil a Iiaso 
rale to 52-ucck silicdnlos, Hcvitsi- side <>[ llir "Di.il-a-U.iti-' < ir<l < (in- 
sists of station information printed oxer tin- station's coxirani- in.i|> 



^Jack La/:nc td program director ol 
■WNllC, New Haven. 
iKayinond J. Ohciiev to the new post 
iof station manager for WXHF 
iHiiiglianiton 

■ \rthiir \\. Kendall to general inan- 
f.iivr of USYK-TV. F.lmira, a satel- 
Milr station for WS\ll-TV, Syracuse 
■James Norton to 1 1 u • Los Angeles 
Ltair ol Tv 15. 

||. Hichard Turner to assistant man- 
Biger. merchandising i\' sales coordi- 
■nation, of the Yankee division of 
IllKO Ceneral. 

il*aitl J. Miller lias resinned as gen- 
i. ral manager of WWV \, Wheeling, 
fclVctive 16 August. 
ft)minld W. Cuthrcll. Jr. to account 
| \ecntive with WTVll, Norfolk. 

■ [."eorge J. laind to president and 
■general manager and Neil K. Mr- 
IMillan to executive via* president 

■ md sale's manager of 15. iron Broad- 
lasting Corp.. W'lLA. Danville. \'a. 
■William W. Crocr to executive soc- 
I etarv of tlie Virginia Vssn ol 
■Broadcasters. 

'William Dichl to operations direc- 
tor of tin* Northeast Badio Network 
Imd WTKO. Ithaca, 
ttlcnry S. N'ocrdlingcr to manager 
I if the National Fdncatinn Assn.'s 
■lew Motion Picture. Television and 
■Radio Information Center in Los 
l\ngcles. 

nJorrie Taylor and Al Kcnvon to 
llu- sales stair ol KM ICO. KQAL 

■ F.M). Omaha. 

lLarry M. Harding to promotion 
Buanager of W BTY, Joseph Voting 
■o promotion manager of WUT, 
mud Joseph II. Dawson to sales pre- 
sentation writer for W BTY, Char- 
Bcttte. Dawson also writes for 
IvBTW. Florence. 

I ac k A. Craham to account execn- 

■ ne of BKO Cem-rals San Francis- 
I ■<! radio station KFRC lie was 
■ie,id of the |. A. Lucas represent;!- 

it. firm. 

KVarrcn L. Camblc to account ex- 
ecutive at KFAC B.idio, Los An- 
■leles. He was with Nelson Huberts 
Imd \ssoeiates. 

■iolu-rt C. Sinnnons to chief of the 
■iiU'rainento news hnreau of KNXT. 
I ,«is Angeles. 

■Inward Marsh to sales manager of 
Ihnup W's San Francisco outlet. 

Villiam P. Hessian. Jr. to assistant 
ales manager of KPIX, S. F. 

■ Charles Rogers to assistant produc- 



tion manager of KTVT, Dallas and 
T. (.*. \'an Vlcck to the local sales 
stalf of that station. 
Mitch Lit man to WWDC, Wash- 
ington s public relations and pub- 
licity staff. 

Nord Whited to assistant program 
director of KTTV, Los Angeles. 
William C. Carry to editorial di- 
rector for WBKB. Chicago. 
Miss Cecelia Ward to weather girl 
at WBKB. She is the first Negro to 
he featured as an "on camera" per- 
sonality by a Chicago commercial 
t\ station. 

Norman Wagv to news director ol 
WJW-TV, Cleveland 
\. (.'. II. Stone to production man- 
ager for Storer Programs in I lolly - 
wood, lie was consultant for Tele- 
vision \i lists and Producers. 
Joseph Lut/ke to WNBO video re- 
cording sales representative. Chi 
cago. 

Robert Moses to account executive 
lor WPTll Radio, \lbam 
David J. Shnrtleir and Arnold F. 
Schoen. Jr. to v ice presidents of 
the broadcasting division of The 
Outlet Coinpanv . ShnrtlefF will lie 
in charge of wj \H-TV-AM. Prov i- 



dei ice, Schoen in charge of WDBO 
TV \M-FM, Orlando. Fla. 

REPRESENTATIVES 

AFFILIATION: Dav - Wellington 
in Seattle and Charles L. burrow. 
Portland, have announced an affili- 
ation. In the Seattle market. Dav- 
Wellington now represents \\ ra- 
dio and ten tv stations and is west 
coast representativ e for the Mid- 
night Sun broadcasters of Alaska 
Burrow represents I I radio and 
three tv stations in the Portland 
market, and will sell in Portland 
for the Midnight Sun network ol 
lour radio and five tv stations 

U'I'OINTMLNTS: \\J\B Port 
land and WHXT. Hartford. Conn 
to I'Lckels dv Co. foi New Kn gland 
sales . Two ( 'iinnci tit ut stations 
WVIH-TY, Waterbnrv and W V V B 
Had in. Hartford, to Is!. ttelhCarter 
for exclusive New Kngl.uid sales 

MIA VWABDS SLA I K: Llovd 
Criffm. president of Peters. CrifTin. 
Woodward, has Ix-en ap]*unted 
chairman of tin Station lleprescti- 
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tatives Assn's Awards Committee 
for 1963-1964. Serving a second 
term as chairman of the Television 
Trade Practices Committee will be 
Steve Maeheinski, executive vice- 
president of Adam Young. Thomas 
Taylor, vice-president of Peters, 
Griffin, Woodward, will head the 
Radio Trade Practices Committee 
of the Assn., and Eugene Katz, 
president of the Katz Ageney, will 
head the legal Committee. 

FINANCIAL NOTE: MCA board 
of directors deelared a dividend of 
37^ per share on its outstanding 
convertible preferred stock to 
shareholders of record 20 Septem- 
ber, payable 1 October. 

MOVING: Robert Lazar to the 
Chicago offiee of Bernard Howard 
and Company. Jerome J. Klasman 
to the sales staff of Television Ad- 
vertising Representatives. He was 
an account executive with WTOP- 
TV, Washington. 

Howard Hay ward to the sales staff 
of Robert E. Eastman. He is a 
former viec-president and account 
executive with House of Twiss. 



Laniont L. "Tommy" Thompson to 
executive vice-president of Tele- 
vision Advertising Representatives, 
lie was with KP1X, San Francisco, 
as sales manager. 

SYNDICATION 

SALES: Croup \\"s first syndicated 
daytime series The Mike Douglas 
Show is 100% sold out on KP1X, 
San Franeisco. It's scheduled to 
bow today (2) . . . Seven Arts re- 
ports five Time- Life broadcast o&o's 
debut of En France . . . Independ- 
ent Television Corp.'s regional sales 
campaign on the ]o Stafford one- 
hour musical specials continues in 
high-gear with reeent sales to Ohio 
Bell. This sale follows 30-inarket 
sale to Foremost Dairies of six ]o 
Stafford specials and previous sale 
to Procter 6c Camhle of a single spe- 
cial. Sales of ITC's one-hour first- 
run series The Saint now run to 48 
markets . . . 

NEW QUARTERS: UBC Sales 
New York office will move to larger 
quarters 1 September. The radio 
and tv representative firm will be 
located at 7 East 43 Street. 




Baseball going to the dogs 

Celebrating at luncheon marking Alpo Dog Food's mid-season decision to 
buy partial sponsorship of Chicago Cubs coverage on \\'G\ are (1-r) 
Warren Lofgren, Alpo broker for Chicago area; Alpo pres. Robert F. 
1 lunsicker; WON spoitscaster Jack Quinlan; and S. A. Tannenbaiuii. 
president of WVightmnn, Inc., agency in charge of the Alpo account 
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A column ol comment 

on broadcasting/advertising, 

by industry observers 



Farm radio: every 

By NOEL RHYS 

nn-nfn <• i !<•<• ;ire\i</enf 
hri/stunr Ihowh ii\tim; .Syvlnii 

I S. lornieis are llexing llii'ir inns 
ch's lukI making themselves licaril 
ijironghout tin 1 land. They recently, 
|y an overwhelming vole, rejected 
tlic tough controls then - would have 
had lo accept to get a guaranteed 
price for their wheat. This smashing 
injection in the face of tin- strongest 
administration pressure clearly 
demonstrates that the American 
former retains his rugged indepen- 
dence which has stood him in such 
good stead during his long and fre- 
lUicntly hectic past. This indepen- 
deuce has made the farmer a vital 
and essential factor in the American 
eeonotnv. Animal farm product 
#|es .'quailed $30.I3<).73f>.(XX> for 
.ill the U.S. farms (3.703.S61) in 
IU6J. And the listening post for the 
\incricuu farmer is undoubted!) 
radio— farm radio with daily farm 
programs beamed directly to the 
tried fanner and supplying him 
with the local farm information so 
necessary tor his dailv operation. 

Every month is harvest mouth for 
radio in America's hooming farm- 
land. Every year a growing number 
i>l national advertisers buy into 
i.irin market radio, not only for 
llicir farm and rural products, but 
for their general consumer prodnel.s 
ts well. A bi<j reason for this is that 
r.idio salt's professionals are gather- 
ing authentic sales-making material 
the market data vital to any 
igenev anil client. 

A typical example ol ratlin's tor- 
vard sales thrust is seen in data 
thered by the Keystone Hroad- 
■asling System — whose farm net- 
work includes Sfi5 affiliates (cover- 
tig 7S r r of the nation's farms ). And 
csc figures show why there's a 
nest for advertisers in farm 
(lio. Our market study emphasizes 
.iTiii area buying power. Kadio now 
mvs such necessary planning data 
: the number of pigs in Idaho, for 
■d manufacturers: the relative 
ISPs of the apple and cherry crops 



month is harvest 

in southern Washington, lor an m 
sectieide producer, the number ol 
cows grazing in 37 Texas comities 
lor a feneeinaker; what the sorghnni 
crop profit per acre is in New Mr\ 
itn; how many balers arc bought In 
farmers state 1>\ -state, count) -bv 
count), and such surprising lacts t > 
main' advertisers as: lamiers as a 
group are the coiinlrv s largest hn) 
er of oil induslr) products, each 
\ear farmers use half as much steel 
as the entire auto jiiduslr) 
Criteria demanded 

Along with the recognition ol 
radio as "the personal medium** has 
conic almost a fear of, or at least a 
confusion about, the personal equa- 
tion in radio selling. The) are out 
there, these listeners, and here we 
arc, the sellers, looking foi statistics, 
market data, regional breakdowns 
and the like. With aib crtisers and 
agencies inereasiiigi) demanding 
criteria for marketing ellectivencss, 
radio must grapple with harder 
problems in planningwhat we want 
to do. And what we want to do and 
need to do determines w here, when, 
and how we sell. 

Wh) are national advertisers 
bullish about network radio for the 
larm audience? Chielly because the 
audience is there, and Everest-like, 
it doesn't move around! The farm 
audience depends on radio to a de- 
gree that few other audiences do. 
\o other medium gives the laruiei 
and his famil) the local news, 
weather, and agricultural inhuma- 
tion they need lo hear. And no olhei 
medium gets such constant atten- 
tion in home. barn, and field. Anil 
though the number of total tafin 
families is decreasing, the individ- 
ual farm and farm famil) is richer 
than ever before, especial!) in terms 
of discretionary spending. 

Farm area stations are proud ol 
their proven ahilit) to get next to 
their people. The) know their 
names, anil use them on the aii . 

They play to common common 
it\ interests — the eountv fair, the 
local market exchange, the regional 
high school baseball name — the 



month 

hleblooil ol thru hsliinis SI itn n 
.illlU'UlH'el s ltd out into the In Id to 
interview I. iron rs 01 (list lo lm<l 
out what thev're talking ibonl 
Most stations that olh i s|it < ila 
I. inn programing hive a tonntv 
agent or larm din t lor on tin .111 
lie's a man who knows In si tin 
local farm conditions, tin lot il 
farmer s interests. I u like some o| lit 1 
segments ol broadcasting, larm sta 
lions eagerlv oilti their an lmts 
contest results, and Iisteuei mnl Itn 
analvsis bv agencies and aiberlis 
ers. One parting thought, h isctl on 
regular contact with hum st 1 tutus 
all over the cunnti) lor tnanv vears 
the average farmer spending a good 
ileal of his time out in the opt u has 
become conditioned for the niosl 
part to relv on radio for his 1n11l.1t I 
with the outer world. \nd win 11 lie 
returns to his larm in (he evening 
his eves sun-swept and wind swept 
lor his earl) to-betl and e.irlv-lo 
rise routine, it is not uure.istiiiabii 
to assume that he is lulled to sleep 
by radio! ^ 

NOEL RHYS 




Manager of Ke\ stone's Ne« 
York oilier for 21 \cars, 
Uli\s lias sold and smiU'll 
scores <>l national accounts 
in all llic New Vnrk area 
atl asi'i'cies. He's active in 
mum national ont.iiii/.itinus 
which are insoKed in 
nationwide broadcast 
participation of a pnblit 
service nature; represents 
Kev stone on various boards 
and committees. 
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^SPOT-SCOPE 



Significant news, 
trends, buying 
in national spot 



VOLVO GEARED FOR DRIVE 

Wolvo automobile all set to iiir !i spot campaign on both radio and 
w television in about 15 markets. Markets were selected according to dis- 
tribution of the product. Minute spots will be used in both media, nighttime 
for television and daytime for radio. Drive will run through November. Pete 
Berla, media director at Carl Ally, Inc. (N'ew York) handled promotion for 
the campaign. 

GS&L beams on suburbanites 

Guaranty Savings is Loan Association (San Jose, Calif.) is in the* midst of 
a six-month radio drive that will continue through December on 13 radio 
stations in the San Francisco Bay area and Salinas, A total of 150 to 2(X) 
one-minute spots per week are being broadcast on KSBW and KDON 
(Salinas); KLIV and KXHX (San Jose); and KGO, KSFO, KCBS, FCABfl 
KPEN, KFRC, KN'BK, KDFC, and KK1II (all San Francisco). Target of the 
promotion is the young suburban family. Agency is Kennedy- II annaford 
( I Iayward, Calif. ). 



TV BUYING ACTIVITY 

^ Schick Safety Razor, will spend a record quarterly budget of $1.5 million in 
its regular end of the year promotion, via Compton Agency of Los Angeles. 
Extensive use of tv and radio spots is included in the multi-media drive 
Bruce Altm.au is account executive. 

^ Maxwell House Coffee starting a four-week special promotion in selected 
southern markets the first week in September. Campaign will utilize fringe 
minutes and prime 20s. Buyer at Ogilvy. Benson & Mather (New York) is 
Ceue Hohicorn. 

^ General Mills Red Band Flour campaign set to begin 15 September to run 
through 12 October. Buyer Mike Washburn interested in daytime and fringe 
minutes. Agency in charge of the account is Dancer-Fitzgerald-Sample ( N'ew 
York). 

I> Nabisco's Milbrook bread campaign will start 4 September and run lor lour 
weeks. Buyer Bob Storch at McCann-Friekson (New York) purchasing 
daytime minutes lor the drive. 

I> Peter Paul candy buying early fringe minutes and prime 20s for air eight- 
week campaign starting 13 October. Buyer is Dorothy Medanic at Dancer- 
Fitzgerald -Sample (New York). 

I> National Dairy Sealtest campaign begins early September toi a two-week 
drive of prime chainbreaks. Tbe timebuyer is Dee Mack at N. \V. Ayei 
(Philadelphia). 
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Why it pays 
to advertise your station 
in a broadcast book 



YOU PINPOINT YOUR BEST PROSPECTS 



I n n field where a select group 
of people really hnys national 
time you look for the specialized 
broadcast book to carry your ad 
message. 

One reason is the logic of mak- 
ing your impression where the 
interest is greatest. Broadcast 
books are tailormade for people 
involved with tv radio advertis- 
ing matters. 

Another is economy. Ask your 
national representative. He'll 
tell you there are only several 



thousand renders worth spend- 
ing monev to reach with your ad 
message. The books that offer 
box-car circulation figures also 
offer higher page rates and high- 
ly diffused readership. 

In a nutshell, specialized trade 
books run rings around non-spe- 
cialized books in ability to target 
a specialized audience in prac- 
tically any field. 

The broadcast ad vertising field, 
which has some outstanding 
books, is certainly no exception. 
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And Here's Why . . . 

• EXCITING, COLORFUL LOCAL PROGRAMMING 

Central New York's greatest news department; Upstate New York's only live 
musical variety show; celebrity-filled live women's show; outstanding docu- 
mentaries that out-rate network programs. 

• GREATEST TV PERSONALITIES 
Fred Hillegas, Joel Mareiniss, Jerry Barsha and experienced news staff of 
seven; Denny Sullivan and the WSYR Gang; musical variety show starring 
Eileen Wehner and Fred Krick; Bill O'Donnell, sports; Ed Murphy, movies and 
weather; Kay Russell, women; "Salty Sam," Popeye host. Central New York's 
greatest salesmen! 

• BEST TECHNICAL FACILITIES 

In Central New York— first with color; .first with video tape; first with a mod- 
ern, completely-equipped TV center and the only channel with maximum 
power at maximum height. 

• EXPERIENCE AND "KNOW-HOW" 

A top flight veteran staff directed by executives averaging more than 20 
years at WSYR-TV. No "Johnny-come-latelies," these. 

• OVERWHELMING SUPERIORITY 

*WSYR-TV delivers 38 per cent more homes than the No. 2 station. 



24 Counties 
656,700 TV Homes 
2,470,800 in Population 
$4,813,849,000 in Buying Power 
$3,129,621,000 in Retail Sales 
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TV 




Channel 3 • 



Affiliate 



YTii i (nil i i p ut*"* 



SYRACUSE, N. T. 

Plus WSYE-TV channel 18 ELMIRA, N.Y. 



Gtt th, lull Story from HARRINGTON, RlGHTKR & PARSONS 



